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The Butterick Trio 
Comprising 
The Delineator 
15c.—$l year 
The Designer 
10e.—50c. year 
New Idea Woman’s 


Magazine - 
5e.—fe year 


Reaching 1,600,000 
lomes 
About 10,000,000 
Prospervus Readers 
—Women who do their br;- 
ing in Retail Stores ard 
who buy for their Homes, 
their Families, Children, 
Husband and for them- 
selves.. ...°‘The Cream cf 
x00d Customers in Amer- 
i A group of- con- 
whose patronage 
pepe is enough to assure 
the success of any good 
article. Your advertisement 
rinted 1,600,0co times 
n one issue of the 
Butterick Trio reaches 
ory readers, and costs you 
far less, than you could 
print for yourself and dis- 
tribute to redders of equal 
responsiveness and ee ing 
power. Trio Rate: $7.12 
per agate line, jay LB ad 
one time ($100) costs you 
1-1060 of Ic. per reader. 
A Page adonetime(#2550) 
costs you about 1-40 of Ic. 
per reader. 


W. H. BLACK 
Mgr. of Advertising 
Nome Office, Bu‘ terick Bldg. 
Now York 
F. H. RAtsTEN 
Western Adv. Mgr. 
First National Bank Bldg. 
Chicago 








THE BUSTERICK TRIO. 
THE DLUNEATOR - THE OLSIGNER - NEW IOLA WOMANS MAGAIING 
BUTTERICK BULOING, NEW YORK 


WW Black, Manager of Advertising 


The sales possibilities in a group of 10,000,- 
000 consumers are most alluring and practical. 


The additional word-of-mouth _ prestige, 
resulting from advertsing to this group, 
makes the proposition sull stronger. 


The manufacturer who is forging ahead, 
building business for the present and bul- 
warking it for the future, appreciates this 
group of 10,000,000 consumers and the 
additional advertising they can do for him, 
because through them— 


He knows that in them he can reach, the 
“Cream of good customers in America”— 


Ife can reach this 10.000,000 with practi- 
cally no duplication as a weakening feature. 

IIe can most readily conserve his own 
interests by holding the friendly co-operation 
and interest of the largest group of retailers 
in America. 


Thereisenougb proof in THE DELINEATOR, 
THE DESIGNER and NEW IPEA WOMAN’S 
MAGAZINE—proof in number of advertisers 
and amount of space used—to convince 
those interested that the above statements 


are true. 
wari 


Manager of Advertising 


The Butterick Trio reaches 1,600,000 
homes—10,000,000 readers—the “Cream of 
Good Customers in America.” 
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The Woman’s 
National Daily 





is published every day but Sunday. To that extent only does it resemble 
the average daily newspaper. In every other way it is 


“A Daily That’s Different.”’ 


First of all, its circulation is confined exclusively to the smaller towns 
and rural districts. Every copy is distributed direct by mail and actu- 
ally reaches a HOME. We do not depend on newsboys or news-stands 
for any portion of our circulation. There is no wastage to our output— 
no returned unsold copiese The Woman’s National Daily has 
already attained a larger paid-in-advan. e subscription Jist than any other 
daily newspaper published. 200,000 copies is our present average daily 
output, and the circulation is constantly increasing. . ‘Through vur cir- 
culation guarantee and our “direct by mail” methods of distribution 
advertisers are insured in advance that they will receive 100% home 
circulation. 


The Woman’s National Daily is a clean, fearless news- 
paper, in which the events uf the day, minus the scandals and other 
objectionable features of the average metropolitan daily newspaper, are 
chronicled in condensed form. It is the only woman's daily newspaper 
in the world, and in addition to its news features, includes daily market 
reports, household and fashion pages, special articles along magazine 
lines, and other features that are found in no other daily publication, 


The Woman’s National Daily is the most remarkable 
subscription proposition that has ever been known in the field of jour- 
nalism, and, naturally enough, it is also producing splendid results for 
advertisers. This is best evidenced by the fact that we have estab- 
lished the record of receiving renewal orders from more than 75% of 
the advertisers who have tried out the paper. You can now buy space 
in The Woman’s National Daily at the very low display adver- 
tising rate of 40 cents per agate iine for a direct-by-mail circulation 
guaranteed to exceed 


200,000 Copies Per Issue. 


In other words, for 40 cents a line, by using The Woman's 
National Daily, you can reach over 200,000 HOMES in the 
smaller towns and rural districts. This is a big snap for mail-order 
advertisers, as well as for manufacturers selling through dealers, who 
have propositions that appeal to those located as our readers are, 


Let us send you sample copy of the paper with display and classi- 
fied advertising rate cards and other particulars. Address 


Advertising Department 


THE WOMAN’S NATIONAL DAILY 
University City, St. Louis, Mo. 


Chicago Office: New York Office: 
1700 First Natl. Bank Bidg. 1703 Flatiron Building 
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MAKING MAN-O’-WARS- 
MEN 
THE GOVERNMENT'S 
WITH SCANT SUCCESS 
BOOKLET FOR FOLLOW-UP WORK 
WAS HIT .UPON—NEW _ YORK 
“SUN” PRAISES ADVERTISING 
LITERATURE IN EDITORIAL 
COLUMNS, 


It is more or generally 
known that enlistments in the 
Navy are not what they should 
be. The big fighting machines 
are crippled because of inability 
to get the right sort of crews to 
man them, and none of, the ef- 
forts of the Navy Department 
has been successful in providing 
for the deficiency. ‘Lhe familiar 
poster, printed in red and blue 
ink, to call attention to the con- 
venience of near-by recruiting 
stations, the flag which always 
waves in front of these stations 
to arouse a feeling of patriotism 
in the breast of Young America, 
direct appeals in mail-order and 
agricultural papers, all of these 
means of advertising have fallen 
short of the mark. Advertising 
in periodicals is a new venture 
for the Navy, and the copy has 
been good enough to command 
attention. But it is reported that 
the increase in enlistments fol- 
lowing the campaign was disap- 
pointing. 

A recent idea is the employment 
of moving-picture machines to 
show up the attractions of a life 
on the ocean wave. One of these 
machines is sent about the country 
in charge of a detail, usually com- 
posed of a crew of petty officers 
and ship's electricians. A_ re- 
cruiting officer, at a certain point, 
is notified some weeks in advance 
of the date when the machine 


EFFORTS MET 
UNTIL A 


ITS 


less 


Post OFFICE, JUNE 29, 1893, 


No. 6. 


will be in his neighborhood. He 
details a petty officer, as advance 
agent, sending him out in the 
nearby districts to secure halls 
and do billposting. The admis- 
sion is free to all, and several 
thousand persons often attend a 
single show. The lecture which 
is given in connection with the 


pictures is prepared by the Re- 
cruiting Division and is generally 





In every community there is some bo: 
young man who ougét to be in the Navy. "His 
inclination, tpt and ambition is such that he 
would surely sai 

iy thene uo te avy Recruiting Station near 


penned _ the rl of ev ay 
it, Washington, D. C. 


. Navy De- 





splendid — to phe ped es e Races. | men. 
peo th ag must » and 
between the awa ey te all 
branches of the cortie. ual opportunities for rapid 
advancement 
The term of ootiteaett is four years. Pay, $16.00 to 
$70.00 month, i 1g board, medical ettendance and 
clothing allowance at first poet it. 
ficante are assigned either to U. S. Naval 
Vessel, or to al Repos ae Thorough training in 
seamanship and vari “a a ons, Opportu- 
nity for opecual study al along a ot 
Navy Recruiting Stations in ‘various cities will receive 
personal applications for enlistment, or full information 
of requirements and inducements exo ‘be secured by writing. 


Bureau of Navigation, 
Navy ep 
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ADVERTISEMENT IN A FARM PAPER. 





delivered by one of the traveling 
staff; it gives a brief history of 
the Navy from its beginning 
down to the present time, and 
remarks on each picture as it is 
shown. The pictures and ma- 
chine used are probably the best 
in use anywhere to-day, and the 
views are being added to con- 
stantly. 

A great portion of the western 
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States have already been covered 
and additional picture machine 
parties will soon be put in the 
field to do missionary work, The 
lectures cover every phase of 
Navy lifec—the real work is il- 
lustrated just as thoroughly as 
the play. 

1.e method of advertising 
which is attracting most atten- 
tion, however, is a booklet en- 
titled “The Making of a Man-O’- 
Warsman,” which is distributed 
by the Recruiting Division of the 
Department and at the various 
recruiting stations. The booklet 
is printed in two colors, and is 
illustrated with half-tones of a 
variety of scenes on board ship. 
Some of these half-tones are also 
in colors. Viewed from a me- 
chanical standpoint the book is 
commendable, but it is the de- 
scriptive matter of life in the 
Navy that lends the chief charm. 

It is surely not as a regular 
feature that the New York Sun 


devotes a column editorial to an 
advertising booklet, 
what happened in 


but this is 
“The Making 
of a Man-o’-Warsman.” It may 
be said that the Sun would not 
have been caught napping if the 
advertising had been put out by 
a mercantile house instead of a 
branch of the government ser- 
vice, but nevertheless it was a 
marked departure from _ prece- 
dent. The Sun’s_ editorial is 
given herewith, because it is a 
careful summarization of the 
Navy’s booklet: 

If the Navy Department doesn’t get 
recruits by circulating “The Making of 
a Man-o’-Warsman,” a little book, at- 
tractive in type and illustration, which 
describes Jack’s life afloat and ashore, 
then there’s no potency in the art of 
putting things in the most favorable 
light. Placed in the hands of an adven- 
turous boy, this little gem of advertis- 
ing is likely to prove irresistible. No 
lure has escaped the author, and at the 
last, and in the proper place, he puts 
an unerring finger upon the acquisi- 
tion instinct. 

But first he deals with the romantic 
impulse, in the following seductive 
strain: 

“There is fascination 
one of the crew of a 
United States Navy; the navy that 
carries the Stars and Stripes; the navy 
that produced a John Paul Jones, a 
Lawrence; a Decatur, a _ Per 
Farragut, a Porter and a onions te 
savy that gave birth to such expres- 

ss as; ‘I have only begun to fight,’ 


about being 
ship of the 


‘Don't give up the ship,’ ‘We have met 
the enemy and they are ours,’ ‘Damn 
the torpedoes; go ahead,’ ‘You may 
fire when you are ready, Gridley’—ex- 
pressions that will live in the minds of 
men forever.” 

Then follows a list of the delights of 
the sailor’s leisure: fencing and_ box- 
ing, concerts by the ship’s band, danc- 
ing, minstrel shows, football, baseball, 
rowing races, use of the ship s boats 
to visit points of interest in foreign 
lands, and sport with the rifle and the 
rod, not to speak of such simple pleas- 
ures as checkers, chess, card playing 
and reading the ship’s library. this 
touch is added: 

“Many crews have their own piano 
and quartet and choir, or their own 
phonograph, and some even have mov- 
ing picture outfits.” 

So much for the ‘play which makes 
Jack a contented lad. Under the sub- 
head “Hardships of: the Man-o’-Wars- 
man’s Life” the talented author firmly 
but painlessly reminds ingenuous ‘youth 
that Jack must work as well as play. 
But who would not ‘be willing to work 
when for every task and. every hard- 
ship there is a compensation that is a 
tonic when it is not,.a secret joy: 

“The man who goes to sea is sep- 
arated from his family, which is not 
entirely agreeable. He is confined to 
small quarters, though he has more 
room than he who dwells in a_ city 
apartment. He is subject to military 
discipline, which is a fine thing for 
every boy, though many of them dis- 
like it, He can’t quit his job when he 
gets tired of it os when he is angry 
with his ‘boss.’ He has got to stick 
to his job until the end of his enlist- 
ment, unless he purchases his _ dis- 
charge. It may be unpleasant at times Sye 
but it teaches a boy ‘stick-to-itiveness, 
a thing for which he will be thankful 
in later years. Sometimes. he must 
‘stand watch’ at _ night. This may 
prove’ irksome, but he is allowed to re- 
gain his lost sleep the next day. Then 
there is homesickness, which is a very 
painful experience, but the necessity 
of his enduring it will make a man of 
him. and teach him to brace himself 
for hard knocks later in life. As to 
seasickness, well, many millionaires 
frequently pay large’ sums on ‘ocean 
greyhounds’ for that experience, and 
most bluejackets must endure it at 
first, but they soon* get their ‘sea 
legs.’ ” 

But Jack cannot live by routine and 
amusement alone; he must eat, and 
there have been disquieting reports that 
his fare was not all it should be. 
“Prejudice and malice,’ exclaims the 
author, and he presents in parallel col- 
umns two appetizing menus. Taking 
the recruit by the hand he then intro- 
duces him to the school for training 
seamen at Newport. An outfit valued 
at $60 is turned over to him at once, 
and he is taught how to fold his 
clothes and to unlash and swing his 
hammock. His quarters are well ven- 
tilated and in winter agreeably warm 
ed. In the “fine swimming pool,” 
heat.d in the cool months, he learns, 
if he needs the instruction, to . take 
care’ of himself in the water. The set- 
ting up exercises, boxing the compass, 

(Continued on page 6.) 
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If the human memory were a perfect 
machine there would be little need of 
advertising. You could tell your story 
once and it would always echo. 


But matters are not thus. The roar 
of the street, the whispering of Time, 
and, alas! the laws of the brain itself, 
make fainter and fainter your message. 


Therefore, it must be repeated, 
How often ? 


How many business claims do you 
hold actively in your mind longer than 
a week ? 


THE SATURDAY EVENING Post, 
issued each week, has more men readers 
than any other publication in America. 


THE CuRTIS PUBLISHING COMPANY 
PHILADELPHIA 


New York Boston CHICAGO BuFFALO 
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States have already been covered 
and additional picture machine 
parties will soon be put in the 
field to do missionary work, The 
lectures cover every phase of 
Navy life—the real work is il- 
lustrated just as thoroughly as 
the play. 

4..e 
which 
tion, 
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is attracting most atten- 
however, is a booklet en- 
titled “The Making of a Man-O’- 
Warsman,” which is distributed 
by the Recruiting Division of the 
Department and at the various 
recruiting stations, The booklet 
is printed in two colors, and is 
illustrated with half-tones of a 
variety of scenes on board ship. 
Some of these half-tones are also 
in colors. Viewed from a me- 
chanical standpoint the book is 
commendable, but it is the de- 
scriptive matter of life in the 


Navy that lends the chief charm. 

It is surely not as a regular 
feature that the New York Sun 
devotes a column editorial to an 
advertising booklet, is i 
what happened in 
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“The Making 
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be said that the Sun would not 
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a mercantile house instead of a 
branch of the government ser- 
vice, but nevertheless it was a 
marked departure from _ prece- 
dent. The Sun’s editorial is 
given herewith, because it 1s a 
careful summarization of the 
Navy’s booklet: 

If the Navy Department doesn’t get 
recruits by circulating “The Making of 
a Man-o’-Warsman,” a little book, at- 
tractive in type and illustration, which 
describes Jack’s life afloat and ashore, 
then there’s no potency in the art of 
putting things in the most favorable 
light. Placed in the hands of an adven- 
turous boy, this little gem of advertis- 
ing is likely to prove irresistible. No 
lure has escaped the author, and at the 
last, and in the proper place, he puts 
an unerring finger upon the acquisi- 
tion instinct. 5 

But first he deals with the romantic 
impulse, in the following seductive 
strain: 

“There is fascination 
one of the crew of a 
United States Navy; the navy that 
carries the Stars and Stripes; the navy 
that produced a John Paul Jones, a 
Lawrence; a Decatur, a Perry ‘a 
Farragut, a Porter and a Dewey; the 
navy that gave birth to such expres- 

‘sas: ‘I have only begun to fight,’ 


about being 
ship of the 


‘Don't give up the ship,’ ‘We have met 
the enemy and they are ours,’ ‘Damn 
the torpedoes; go ahead,’ ‘You may 
fire when you are ready, Gridley’—ex- 
pressions that. will live in the minds of 
men forever.’ 

Then follows a list of the delights of 
the sailor’s leisure: fencing and _ box- 
ing, concerts by the ship's band, danc- 
ing, minstrel shows, football, baseball, 
rowing races, use of the ship s boats 
to visit points of interest in foreign 
Jands, and sport with the rifle and the 
rod, not to speak of such simple pleas- 
ures as checkers, chess, card playing 
and reading the ship's library. this 
touch is added: 

‘Many crews have ‘their own piano 
and quartet and chofr, or their own 
phonograph, and some. even have mov- 
ing picture outfits.” 

So much for the play. which makes 
Jack a contented lad.. Under the sub- 
head “Hardships of the Man-o’-Wars- 
man’s Life’’ the talented author firmly 
but painlessly reminds. ingenuous ‘youth 
that Jack must work,as well as play. 
But who would not be willing to work 
when for every task and. every hard- 
ship there is a compensation that is a 
tonic when it is not a secret joy: 

“The man who goes to sea is sep- 
arated from his family, which is not 
entirely agreeable. He is confined to 
small quarters, though he has more 
room than he who dwells in a city 
apartment. He is subject to military 
discipline, which is a fine thing for 
every boy, though many of them dis- 
like it. He can’t quit his job when he 
gets tired of it or when he is angry 
with his ‘boss.’ He has got to stick 
to his job until the end of his enlist- 
ment, unless he purchases his _ dis- 
charge. It may be unpleasant at times,e 
but it teaches a boy ‘stick-to-itiveness,’ 
a thing for which he will be thankful 
in later years, Sometimes. he must 
‘stand watch’ at night. This may 
prove irksome, but he is allowed to re- 
gain his lost sleep the next day. Then 
there is ‘homesickness, which is a very 
painful experience, but the necessity 
of his enduring it will make a man of 
him and teach him to brace himself 
for hard knocks later in life. As to 
seasickness, well, many millionaires 
frequently pay large sums on ‘ocean 
greyhounds’ for that experience, and 
most bluejackets must endure it at 
first, ,,but they soon get their ‘sea 
legs.’ 

Bat Jack cannot live by routine and 
amusement alone; he must eat, and 
there have been disquieting reports that 
his fare was not. all it should _ be. 

“Prejudice and malice,” exclaims the 
author, and he presents in parallel col- 
umns two appetizing menus. Taking 
the recruit by the hand he then intro- 
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seamen at Newport. An outfit valued 
at $60 is turned over to him at once, 
and he is taught how to fold his 
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heaving the lead, and _ instruction 
rigging and models absorb his time 
spent in relaxing leisure. All the 
while he lives like a fighting cock; in 
the mess hall there is plenty of soup, 
meats, vegetables, potatoes, ‘‘all brought 
in steaming, with appetizing odors 


in 
not 
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electrician he goes to the electrical 
school to learn how to wire a warshi; 
and repair marine dynamos; if a me 
chanic there is a course in the arti 
ficers’ school for him, and at the yeo 
man school he is instructed in steno 
graphy, typewriting and bookkeeping. 


THE MAKING OF A 
MANS WARSMAN, 





that would appeal to any man, no mat- 
ter what his manner of life at home.’ 

Wigwagging, target shooting, drill- 
ing by twostep music, handling sails, 
hoisting boats and breezy trial voy- 
ages in Narragansett Bay and Long 
Island Sound prepare the apprentice 
for transfer to the fleet. If he is an 


we 
PNY Beg 


Then there’ is the seaman gunners’ 
school, where he learns the mechanism 
of the big guns and how to handle and 
fire torpedoes. Passing from these dry 
details the author deals with “a man- 
o’-warsman’s daily life” in a_ spirited 
manner. The subject of pay and ad- 
vancement he dwells on with enthus- 











ing. 
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iasm, pointing out that promot.on 
awaits zal, and that the pay of a 
warrant officer. may be as_ high | as 
$2,100 a year. ven commissions are 
not out of the reach of the ordinary 
seaman. 

Is the life too hard for its rewards? 
Not a bit of it. The young reader is 
assured that “if a man will conduct 
himself on board ship as well as he 
must conduct himself on shore he will 
not realize that there is any such 
thing as discipline on board a man-of- 
war.” The illustrations, im vivid 
colors when not from  photographs— 
Jack riding camels. under the shadow 
of the pyramids, or pulling ashore on 
leave’ at Gibraltar, or having ‘his _pic- 


ture taken in. groups under the big 


guns, or joining in a cutting out expe- 
dition—supplement the allurement of 

text. 3ut the ultimate, the su- 
preme, the compelling touch is the as- 
surance that if Jack enlists at 18 and 
serves thirty years, winning all his 
promotions up to’. warrant officer, and 
saves half his pay, he will be able to 
retire at 48 with $23,923 in cash and 
a pension which together will yicld 
him’ an income of $2,000 a year. As 
the envious author says: ‘‘Men in busi- 
ness ‘have dreams of greater success, 
but they are only dreams.’”’ The final 
paragraph “How to Enlist’ should be 
read as a suggestion to come early and 
avoid the rush. 

We congratulate the Bureau of Nav- 
igation upon - its persuasive and _taste- 
ful sample -of recruiting literature in 
which the truth is stranger than fic- 
tion, Surely the navy is the service of 
opportunity. When this is fully un- 
derstood there should be no vacancies, 
but rather a long and impatient wait- 
ing list. 


The material for the booklet 
which excites this praise was 
collected .by Street & Finney, 
New York, and this firm also at- 
tended to its preparation and 
printing. 

The_ half-tone shown here is 
taken from the booklet cover, 
but it really does not do it jus- 
tice, for the original is printed in 
colors. 

The encouraging feature. so 
far as the Navy Department is 
concerned, is that enlistments 
since the booklet was issued have 
increased sixty-six per cent over 
the corresponding period last 
year. Long. months were spent in 
preparing this bit of government 


advertising but these figures are. 


conclusive evidence that it was 
time well spent. 
too ————— 

Tue Outing Alphabet for Advertis- 
ers is a compilation in booklet form 
of the Alphabet series of cards recent- 
ly issued oy Outing. The iHustrations 
are unusual, the verses are fetching, 
and the whole idea is original. 





CLASSIFICATION OF PAPER 
INDUSTRIES. 

A Chicago addressing company re- 
ports the tollowing classification and 
totals of the different branches in the 
papcr industry in the United States: 


Pager, manutacturers. «..:6cin ses 1,000 
Paper bag manufacturers ...... 134 
Paper wall manufacturers ...... 135 
Paper box manufacturers ...... 830 
WMT “GRBIONOS 56 50:60 00:9 Vibas8’e 1,257 
PAOGY -WHOIGSTIOTS. i0.v.i 6 opie wis-cs0e 677 
Paper mill machinery ......... 63 
Paper mill specialties ......... III 
Paper napkin manufacturers ... 13 
Paper pail manufacturers ..... 60 


Paper rags and junk dealers s ees 
—Paper Dealer. 


2 rans 
IT’S IN THE AIR. 

It is currently reported in adver- 
tising circles that since the New York 
Herald discontinued its ‘‘Personal” 
column, the advertising patronage of 
the paper has materially decreased. 

Just how much this advertising 
shrinkage amounts to in dollars and 
cents is, of course, not known. One 
agent says he is not at all sorry be- 
cause it has caused the Herald to “act 
differently.” When asked in what 
manner, he said commissions were now 
allowed on classes of advertising for 
which no commission was formerly 
granted. and other commissions had 
been increased. Also he added: “Aside 
from increased commissions the people 
up there are a good deal more decent 
and considerate to advertising agents 
than they used to be.” 


Undisputed 


The Undisputed Claim that it has the 
LARGEST TWO-CENT 
CIRCULATION 
of any newspaper, morning or 
evening, not only 


IN CHICAGO 


bat in the whole country, is supported 
by the detailed statement of circula- 
tion appearing in every issue of 


The Record - Herald 


The circulation is steadily increas- 
ing, and the readers of THk Recorp- 
HERALD are intelligent people who 
have the means to satisfy any reason- 
able desire created by advertising. 


CIRCULATION for SEPTEMBER 


Daily exceeding 153,000 
ae ae | 4,000 
Sunday °%;* 218,000 
mn tee 19,000 
RECORD-HERALD BUILDING, CHICAGO 
New York Office, 437 Fifth Ave. 
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WESTERN ENTERPRISE. 

Eighty-cight days after ground 
was broken for the construction 
of the new building of the Pa- 
cific Monthly in Portland, Ore- 
gon, the new presses had been in- 
stalled and were started running 
on the November edition. In 
spite of the rapid construction, 
the building is a four-story brick 
structure and contains some labor- 
saving devices never before put 
into practical operation, and all 
the machinery which can in any 
way contribute te the production 
of a high-grade magazine. 

The five Miehle magazine 
presses built especially for the 
Pacific Monthly are on the first 
floor, and rest upon four-foot 
cement foundations. There is 
also a special press for three- 
color work, and three magazine 
presses for small forms. All 
presses are equipped with auto- 
matic feeders. The composing 
and make-up departments are on 
the second floor. As the forms 
are run off in the press-room, 


they are sent by elevator to the 
third floor for binding and mail- 


The folding machines have 
improvements never before in- 
troduced, and are styled the 
“Dexter Quadruple Special Pa- 
cific Monthly Magazine Folding 
Machines.” The forms are 
gathered by Plympton automatic 
gathering machines, and the latest 
automatic cov ering machine binds, 
pastes and covers in one operation 
to prodiice a flat opening maga- 
zine. On the fourth floor, with 
every lighting advantage, is the 
engraving department and _ the 
general offices. 

The general manager of the 
Pacific Monthly, Charles H. 
Jones, went to Portland fourteen 
months ago from the East. With- 
in twelve months he has in- 
creased the number of copies 
printed each month from 70,000 
to 125,000, and has been instru- 
mental in the erection of the new 
building, which is the most com- 
plete magazine plant west of the 
Mississippi. 

“The Pacific Monthly has only 
begun to grow,” said Mr. Jones 
recently. “It has a great lead 
towards becoming what the Pa- 


ing. 


cific Coast must have—a maga- 
zine of general circulation, char- 
acteristic of this field, with every 
feature equal in quality to the 
splendid publications which now 
emanate trom New. York, 

“The advertising: pages. show 
how the magazine stands at 
home. ‘The total number of pages 
of community advertising, that is, 
the advertising of cities and 
towns by public subscriptions, or 
through their commercial bodies, 
in October, 1906, was “seven pages, 
representing seven communities; 
in this October issue we have 29 
pages, representing 34 communi- 
ties. It is also interesting to 
know that in 1907 the West is 
thoroughly represented from 
Helena, Montana, to Pheenix, 
Arizona, including many of the 
leading cities and towns. 

“The total volume.of eastern 
business from points east of the 
Mississippi .for October, 1906, was 
15% pages, and for October, 
1907, it is 37 pages. Just as an 
illustration of how we have out- 
grown our printing facilities, we 
have had cash orders for from 
five to ten thousand magazines in 
the past four months that we 
have been unable to fill 

“We fully realize that we are 
three thousand miles from the 
base of supplies, and we are, 
therefore, laying our plans with a 
view to being our own base of 
supplies, and are _ providing 
against breakdowns and ll 
emergencies.” 

The significance of the new 
building, to an advertiser, will be 
found in the fact that the far 
west is determining not to be en- 
tirely dependent on the East for 
its periodical reading matter. In 
a magazine campaign to-day one 
cannot well refuse to consider the 
rising magazines of the Coast 
which are growing by leaps and 
bounds, with true western push. 
And of all the magazines of the 
Coast region the Pacific is the 
cne which is attracting most at- 
tention to itself to-day. 

ae ae eee 

Tue Frank Presbrey Company has 
prepared a dignified booklet for the 
Title Guarantee & Trust Company, 
New York, in the interests of first 
mortgage certificates, 
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MAGAZINE 
MEN 


CIRCULATION 
DINE. 

At the “Million” Club's first 
annual banquet, on Thursday 
evening, Oct. 24, its roll com- 
prised fifty-one members. Six 
additional applications are confi- 
dently anticipated as the proper 
result of this happy occasion. 
The Heinzian number may be 
suggested as the “limit” of mem- 
bership. More than fifty-seven 
varieties of conflicting circulation 
schemes might get the club into 
a pickle. As it was, President 
Goddard in passing ‘round the 
crisp post-prandial toast managed 
to underlay its generous spread 
of applebutter with the hottest 
kind of tabasco. As an aid to 
digestion this may be all right; 
but evidently the melange was 
not always to taste. 

However, each victim, as’ called 
upon, responded with his little 
“story” stunt, some with wry 


faces enough, until that veteran 
Harper, “Anno Domini” Chand- 


ler suddenly gave a serious and 
instructive turn to the talk -by 
some really humorous reflections 
upon the “men with ideas to burn 
and sell.” Mr. Chandler aptly 
recalled an occasion when Joseph 
Pulitzer ‘picturesquely character- 
ized the only “ideas” journal- 
istically available as of the “two 
and a half foot kind.” 

“Two and a half feet’s what 
the World wants—two-and-a- 
half-clear!” Mr. Chandler quot- 
ed Mr. Pulitzer as saying by 
way of explanation to his puzzled 
hearers, “What would you see if 
you suddenly caught sight of an 
8% foot giant in this crowd? Just 
214 feet of him or a bit more. So 
much of hitn only, at any rate, as 
towered above the mob. It’s not 
the 6 feet altitude he has in com- 
mon with the tallest among them 
as tall men go in the run, that’s 
worth the while, but the two-and- 
a-half-clear that he’s taller than 
the tallest!” : 

“But,” continued Mr. Chandler 
philosophizing for himself, ‘an 
‘idea’ to be available for circula- 
tion booming, must nct only be 


. ‘different,’ -it, must,.be: sound. Its, 


merely ‘sticking out like a sore 
toe’ avails very little. If the 2% 
feet in sight is only so much 
‘freak;’ or if the 6 feet under- 
neath is overweighted — the 
‘scheme’ is no good. But besides 
being sound it must be practical, 
and, what's more, practicable. 
“It's easy enough to secure 
circulation schemes of the round- 
about sort, that involve waste 
motion and money with a net re- 
sult wholly disproportionate to 
the output. Easy enough to spend 
a dollar for fifty cents, or to give 
away anything and_ everything 
from a dinner set to a cyclope- 
dia. But it’s only once in a great 


THERON 


while that a man with a real 
idea, profitable as well as practi- 
cable, turns up, and he’s worth 
almost anything he asks to a live 
publisher. Such a man is with 
us to-night—the greatest circula- 
tion man of the day—you all 
know him.” 

Thus heralded, amid loud ap- 
plause and cries of “name him, 
name him!” President Goddard 
promptly introduced Theron Mc- 
Campbell, manager of the Home 
Pattern Co. In substance Mr. 
McCampbell said: 

In my _ experience 


MCCAMPBELL, 


in circulation 
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work, I. spent far more than a million 
dollars in cold cash, and if you want 
the benefit of my experience boiled 
down here it is: Try out every scheme, 
no matter how promising it may ap- 
pear on its face, thoroughly on a 
small scale before spending much 
money on it. Test it under varying 
conditions, and tabulate the results 
carefully. Do not expect every scheme 
to win out. Do not expect any scheme 
as you first try it to be successful. 
Watch results and your _ correspond- 
ence, and shape your course according- 
ly. Better still, get right out into 
the “field” yourself and get a practi- 
cal anak insight into how the 
scheme works from door to door and 
office to office. A week of such work 
will oftentimes save you a lot of 
money. 

The “sick kitten” in every publish- 
er’s office is the circulation problem. 
But each man must nurse his own 
kitten in his or rather that kitten’s 
own way. To solve the problem each 
case must be carefully diagnosed by 
and for itself. Money should not be 
wasted on remedies’ until the publisher 
really knows what will cure his par- 
ticular pet. The :problem of ‘“circu- 
LATION” is never solved. Like woman’s 
work, it is never done. A_ publisher 
has a bettér chance with and hold on 
his advertisers because they are fewer 
and advertising means business, but 
his readers are scattered far and wide 
and réading is a luxury rather than a 
necessity. It certainly is not “‘busi- 
ness.” 

Many publishers act as if they 
thought there must be some _ specific 
remedy for curing a weak circulation 
like the patent medicines warranted to 
cure lung, heart, kidney and _ other 
“troubles.” Let one publisher develop 
a successful circulation scheme, and 
immediately he has a host of imitators. 
The thing most needed in the circula- 
tion work is originality. Indeed it 


would be wise for ow we | publishers to’ 
y 


canvass the field carefu as to what 
is being done, merely to know what 
not to do; and then have the courage 
not todo it. 

One of the most flagrant examples 
of imitation in circulation work may 
currently be seen. in what is called 
“combination offers.”” There has been 
a perfect debauch of combinations dur- 
ing the past few years. Many pub- 
lishers have rushed headlong into com- 
binations, only to reap a lot of bad 
odor—to find that their periodical was 
the “‘goat.”’ Probably a large percent- 
age of subscriptions gained in combi- 
nation offers come from a constituency 
which really do not want some of the 
magazines, at any rate; so that the net 
gain in many instances by these imi- 
tative publishers has been the tabula- 
tion of lists of “subscribers” who do 
not want their periodicals. Of course 
I am now talking purely from the 
standpoint of “circulation,” the adver- 
tising department usually is able to 
make some capital out of any increase 
in “circulation,” and certain kinds of 
advertisers actually do get results even 
from this kind of passive not to say 


negative “girgulation.” | © 
‘other great error in .cireulation’ 


work is the blind worship of “quan 
tity.” Among advertisers those whose 
patronage makes a periodical profitable, 
because they find it a profitable me- 
dium, do not necessarily ask: for quan- 
tity. They would prefer that you have 
100,000 subscribers of the right kina 
and to pay you one cent. per 
line for such a clientele, than only 
one-half cent per line, on a 500,000 
basis, when only one out of five sub- 
scribers are possible and fewer still 
potential customers. This is the 
strongest argument for cultivating spe- 
cial fields. It reduces waste all ’round 
and returns larger, profits to publisher 
and advertiser alike; besides giving 
greater satisfaction to the reader, who 
thus gets just what he. wants and 
more of it. 

Speaking broadly, # is not the busi- 
ness of the Circulation Manager to 
hold circulation. That is the editor’s 
job. The Circulation Manager ig a sort 
of detective. It is up to him to find 
and get the men and women who want 
the particular. mentdl food which his 
editor is dishing out. So you must 
not go at your circulation work from 
the business end first. Start from. the 
editorial end. Find ‘out what the ed- 
itor is trying to do. Make him tell 
you the class of people he is trying to 
appeal to. If he cannot tell you, then 
decide for yourself. Unless your pa- 
per is headed for some particular con- 
stituency, unless it has character, un- 
less it has individuality, unless there 
is something about it that gives it a 
human interest, I would say that you 
would better hunt another job. It is 
enough to drive a man to drink to 
get a lot of good subscribers and then 
not be able to hold them because of 
a vacillating editorial policy, if indeed 
there is any at all. 

When you come to make this anal- 
ysis for the so-called general maga- 
zine, you are up against it good and 
hard for a fact, unless it has a dis- 
tinct character of its own, such as 
springs from the strong individuality 
of the man behind the gun. 

The manager of the general maga- 
zine at best, however, has the least 
opportunity to make special appeals for 
circulation. There are many maga- 
zines that would be far better. off if 
they picked out some one class of 

ople instead of scattering their ed- 
itorial and circulation efforts promiscu- 
ously. In other words, it is the peri- 
odical only which persistently makes 
some special, direct appeal that can 
hope for a continuing, self-renewing 
circulation. The general magazine 
which is to-day trying to do a general 
canvassing agency business is throwing 
its money away. he best canvassing 
agent in America can no longer earn 
his salt soliciting for general maga- 
zines only; while he can and does earn 
a handsome living by working for 
periodicals in a specialized field. 

Of course, it is up to the Circulation 
Manager to overcome the inertia of 
subscribers in the matter of renewals. 
The most loyal follower of a_periodi- 
cal will oftentimes fail to renew his 
subscription purely because of negli- 
gence. The Circulation. Manager must 
waderstand human nature: well enough 
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to know how to make an appeal in 
epistolar or circular form that will 
compel the subscriber to act on the 
spot. Getting renewals is not only the 
richest field for circularizing but also 
for canvassing agents and subscription 
agencies, provided of course, the sub- 
scribers are taking the periodical be- 
cause of its editorial policy and merits, 
and not because of the premium. 

More and more the publishers of 
this country will get business through 
agents. The subscription agency is here 
to stay. It is much easier for a man 
to send a check renewing the entire 
list of family subscriptions to a single 
agent than to write separate letters or 
separate checks, to a number of pub- 
lishers. Better still, it is easier for 
the subscriber to hand over his_ re- 
newal to a canvassing agent. H. E. 
Smith, who sits here at my left, was 
one of the greatest canvassing agents 
this country has produced. He is to- 
day one of the most successful mana- 
gers of agents, and he will tell you, I 
am sure, that it is like gathering 
peaches to get renewals for a periodi- 
cal when it is really a fixture in a 
home. 

Someone here to-night remarked that 
the Circulation Manager was. not given 
his proper standing in a publishing 
organization. If this is true, it is his 
own fault. The man who can correctly 
diagnose what ails his publisher’s kitten 
and apply the necessary remedies, is 
sure to take a commanding position in 
any organization. But if you deal 
with the surface only; if you do not 
begin at the editorial end first and 
work your way out; if you waste 
money without getting results, or if 
you get subscriptions which are not re- 
newed you do not deserve to be held 
in high esteem by your publisher. 

The man who can get and hold cir- 
culation on a scientific basis, who has 
the capacity to analyze and_ utilize 
varying situations, who knows what 
to do and does it, may hold strong 
hopes of becoming his own publisher 
some day. There will always be plenty 
of capital ready to back you once you 
have demonstrated that you can spend 
it profitably. = 

Robert Frothingham declared 
in a recent ad that “Everybody's 
editorial department is respons- 
ible for the quality and quantity 
of Everybody’s circulation—not 
the business: office.’ It was only 
natural, therefore, that Erman J. 
Ridgway, in his letter of regrets, 
should have written quite along 
the line of Mr. McCampbell’s 
argument, as follows: 

After the Editorial I consider the 
Circulation department. the most im- 
portant factor in the success of any 
publication. If the editors make a 
good magazine and the circulation men 
get it properly before the public, suc- 
cess is bound to follow. All things 
considered the Circulation departm-nt 
has been the weakest of the publishing 
business, A few years ago it was next 
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We prove over 150,000 
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month. 
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at-Home 
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terest to home women. 
Any clean advertising ap- 
pealing to the home solic- 
ited, with the assurance 
that the advertiser gets 
value for his money. 
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to impossible to get a competent circu- 
lation man. There were not more than 
three in the entire country. 

The brains and enthusiasm repre- 
sented by your organization marks a 
long step in advance in the intelligent 
management of large publishing enter- 
prises. I regard it as a most hopeful 
sign when so many able men are 
choosing the Circulation department 
for their life work. I believe in your 
organization. While each publication 
in the end must stand on its own feet, 
we nevertheless have many common in- 
terests; situations that we must face 
shoulder to shoulder, if we can cver 
hope to master them. 

You have weighty problems before 
you, problems big enough to tax your 
best capacities. How can you cut 
down the enormous expenditures nec- 
essary under the present system in 
securing your subscription circulation? 
How can you reduce and in the end 
eliminate the frightful waste in the 
return of unsold copies? How can 
you prevent the unnecessary and un- 
profitable duplication in the sending 
out of circulation matter and subscrip- 
tion catalogue? How can you increase 
the proportion of your renewals? 
These are a few of the problems the 
publishers, through you, are wrestling 
with. It is up to .you, gentlemen, to 
work them out. 

a 

ADVERTISING men say that general 
advertising is an economic factor in 
modern distribution. Bank advertis- 
ing is an economic factor in modern 
accumulation.—Bank Advertiser, 
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BANK ADVERTISING IN - suaded the layman either that a 
‘PANICKY TIMES. bank was safe or that it was in 

New. York papers always con- a tottering condition were the 
tain bank advertisements to a cer- personnel.of its directorate and 
tain extent, some of them good the cash reserve that it appeared 
and some not so commendable, to have. It is easy to see how he 
but the sudden increase in the arrived at this conclusion. The 
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amount of space given over to first of the institutions which 
financial advertising during the neared the breakers were in 
recent good-times panic was charge of officers which were 
easily noted, even by men who, deemed unsafe for the banks’ 
as a rule, skip the financial pages future welfare, and they were 
of the daily paper. forced to resign. It was said that 

Two chief factors that per- operations in Wall Street had led 











to the downfall of these men, and 
\.ia they were replaced by other 
men, they were frequently chosen 
from the ranks of merchants 
rather than from among those 
who would be apt to be straitened 
because of the depreciation of 
stock prices. 

As soon as attention was draw n 
to a banking institution whase 
president had not been all that 
was expected of him, depositors 
hastened to withdraw their money 
and then it was that the cash re- 
serve was anxiously watched. li 
ready cash was not at hand, or 
could not be procured, suspension 
was imperative. 

And so it was that depositors 
who had never beiore given the 
matter a thought looked up the 
names of the “officers and direc- 
tors of their bank, and tried to 
find out if they had been hard hit 
when United Copper and similar 
stocks broke so badiy. Also 
these depositors began to worry 
about cash reserve in their bank, 
and the likelihood of its standing 
up under run. 

The opportunity to tell these 
very facts was not overlooked by 
many of the banks whose skirts 
were clear. ‘They immediately 
started to send out circulars 
soliciting accounts among those 
most apt to be affected by the 
misfortune of neighboring bank- 
ing houses. This printed matter 
assured the reader of the un- 
questioned solvency of the bank, 
gave out a list of officers and a 
statement of financial soaliiien. 
Millions of dol'ars had been sud- 
denly put in hiding, and these 
banks wanted to have a share of 
the vast total deposited with 
them. 

The most effective advertising. 
however, .because it attracted 
most attention and did most to 
allay fear, appeared in the daily 
newspapers. Banks which were 
in the habit of advertising ‘in- 
creased their space, and those for 
which advertising was a noveity 
appeared with attractive copy. 

Most of the advertisements 
contained the names of officers 
and some, like the Lincoln Trust 
Company, Columbia Bank, and 
Bank of the Metropolis, whose 
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directors are largely engaged in 
merchandising, added arter cach 
name the firm with whom the par- 
ticular individual is affiliated. 
Suspicion was immediately dis- 
armed, for instance, by such 
names as Hobart J. Park, form- 
erly of Park & Tilford, Benjamin 
Altman, John S. Huyler, Charles 
Scribner, and John C. Moore, 
president of Tiffany & Co., which 
names appeared among the di- 
rectors of the latter bank, with 
Corcellus H. Hackett, of Hackctt. 
Carhart & Co., as president. In 
the Lincoln Trust Company ad- 
vertisement appeared names well 
known in the commercial world. 
such as Frank Tilford, George C. 
Boldt, Louis Stern, Arthur Iselin 
and Irving E. Raymond, presi- 
dent of Vantine & Company. 
Pcople wanted to get away from 
connections with “wicked” Wall 
Street, and such names went far 
to assure them. 

Other banks published _ state- 
ments showing their assets im- 
mediatcly available, and the Van 
Norden Trust Company printed 
a table showing the percentage 
of cash reserve in bank and vault 
for 1905, 1906, a period from Jan- 
uary I, 1907, to October 22, and 
on October 23, 24 and 25, 1907. 
This table showed an uninterrupt- 
ed gain during the period cov- 
ered, and a cash reserve of forty- 
cight per cent on October 25, 
while cn'y fifteen per cent is re- 
quired by law. 

The Merchants’ National Bank 
advertised, 

“FOR etal st HUNDRED 
this bank has done business at the 
same location, and offers to its cus- 
tomers every facility consistent with 
sound banking.” 

The newspaper page reproduced 
herewith is from the New York 
Times, printed at the height of 
the excitement. 








Lincoln Freie Presse 


Lincoln, Neb. 


Actual Averagé | 49 281 
Circulation ’ 
Our biggest circulation is in the States of 
Iowa, Wisconsin, Minnesota, Nebraska, 


Illinois, etc., in the order named. Allsub- 
scriptions paid in advance. Flat rate, 35c. 














14 


“GOOD” COUNTRY WEEK- 
LIES—AND OTHERS. 


Mavison, Maine, Oct, 


Editor of PRinTERS’ INK: 

In looking over the last issue of 
PRINTEKS ixK, and _ particularly the 
Roll of -Honor, in which I recently 
placed an advertisement of the Bulle- 
tin, 1 was interested to learn that 1 
occupied a unique position among the 
publishers of country weekly papcrs in 
the United States. Among all the ad- 
vertisements in- tkat department of 
your magazine the Bulletin is the only 
country weekly represented with a cir- 
culation less than 2,000, and there is 
only one other represented at all. Why 
is that? Havent the rest of the little 
fellows .got the money, or do _ they 
lack the nerve to make a detailed state- 
ment each year, or is it possible that 
they do not believe in advertising. 
Possibly it may be because PRINTERS’ 
Ink has knocked the weekly papers so 
hard in the past. I give it up and can 
only wonder whether I am the only 
foolish one or the only wise one in 
the bunch. 

There are still a few people who be- 
lieve in the country paper as an ad- 
vertising medium. And why _ should 
they not? Take this western section 
of Somerset county for instance, one 
of the most prosperous communities in 
Maine. All the dailies and weeklies 
combined that come into this section 


17, 1907. 


do not begin to cover the field as does 


the Bulletin. My paper goes into at 
least eight out of ten homes in this 
village and in Anson, just across the 
river, and the proportion on the R. F. 
D.’s going out from these places is 
about the same. And _ besides, we 
cover the territory South, West and 
North of us thoroughly. I have the 
only paper printed in this section of 
the county. My statement for 1906 
showed an average of 1,581 copies 
weekly; this year the average will be 
n arly 1,700. If I can’t get desirable 
foreign business under these condi- 
tions, at a fair rate, it will be a 
strange thing. There are hundreds of 
other communities — throughout the 
country that can only be reached by 
advertisers. through their local papers. 
Yours very truly, 

THe Mapison “BULLETIN,” 

Henry C. Prince. 
P.S.—Perhaps I would be better off 
to stop making detailed statements and 
simply “‘claim’’ about double my actual 
circulation, as many do, Their figures 

get printed in the directories, too. 

What do you think? a i. e 


October 109, 
Publisher of Bulletin, Madison, 
Dear Si1r—Your interesting 
of October 17th is at hand. 
You ask us if we think it would be 
better for you to stop making detailed 
statements and simply “claim” about 
double your actual circulation, as many 
advertisers do. If the Bulletin should 
come to be the only weekly paper in 
the country sending us an annual de- 
tailed statement of copies printed, we 


1907. 
Me.: 
letter 
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would still advise you to continue to 
make such statements. 

If your paper goes into eight out 
of ten homes in Madison and Anson, 
and in the same proportion upon the 
rural free delivery routes from these 
places, more than would be shown by 
a combination of all the other dailies 
and weeklies entering your field, you 
are to be congratulated, and as you 
say, it will be a very strange thing 
if you cannot get foreign business 
under these conditions, at a fair rate. 

Printers’ INK has never advised 
against the use of good weekly papers. 
There are so many, of them which do 
not begin to fill the place occupied by 
the Bulletin, and it is against using 
these that we have advised advertisers. 

Yours very truly, 
: PRINTERS’ 


Mapison, Maine, Oct. 
Editor of PRInTERS’ INK: 
In reply to yours of the 19th. To 
support my claim that the Bulletin 
goes to eight out often homes in the 
villages of Madison and Anson, I will 
tell the story of a recent voting con- 
test. In July I advertised to send two 
women to the Jamestown exposition, 
one from Madison and one from out- 
side of Madison. I offered twice the 
number of votes for a new subscriber 
that were given for a payment by an 
old subscriber. After tne contest had 
been running a short time the Madi- 
son contestants came in and said that 
they could get but a few new  sub- 
scribers in Madison, as about every- 
body took the paper already. They 
were obliged to go out of town for 
new subscribers. The total vote was 
about 140,000 and 200 new names 
were put on the list, mostly from sur- 
rounding towns. 

In regard to making a 
stead of a detailed statement, I know 
of several papers published in_ this 
county that are given from 800 to 
2,000 circulation, that I know from 
personal knowledge print less than 350 
copies. They probably get about as 
much as we do for advertising. If I 
was inclined to lie why could not I 
“claim” 2,500 and increase my adver- 
tising rates? 

I do not believe that the publishers 
of country napers take enough of their 
own medicine—advertising. I do a 
good deal of it locally, and am now in 
PriInTtERS’ INK. Let us hope that it 
will prove profitable. I thank you for 
your good words for a “good weekly, 
the Bulletin.” 

Yours very truly,’ 
THE Maptson “BULLETIN,” 
Henry C. Prince. 


It must be that Mr. Prince is 
right and that the country pub- 
lisher is afraid to advertise his 
medium. Else it would not be so 
difficult to recall the names of 
really good country weeklies, like 
the Madison Bulletin; Norway, 
Me., Advertiser; Catskill, N. Y.. 
Recorder, and Leroy, N. Y.. Ga- 
cette. Perhaps, also, good coun- 


INK, 


21, 1907. 


“claim” in- 
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PRINTERS’ INK. 15 
GIVES AND RECEIVES ASSIST- 
ANCE. 


try weeklies, of the Bulletin sort, 
are more scarce than Mr. Prince 
thinks. 
ee aa ae 
A BRAVE LOCHINVAR. 

H. Lespre WILDEy, 
Successor to Preston Fahnestock & Co., 
General Merchandise. 
GRAETTINGER, Iowa, Oct. 19, . 8907. 

Editor of Printers’ INK: 

Excuse me for hollering but you 
steppru on my toot. Im page 24, Issue 
of Uct, 16, you assert: “fhe b.g mail- 
order houses, on account o: tneir 
enormous purchases and complete sys- 
tcmatization, can undersell country re- 
tailers.’ I am enclosing you copy of 
my half page ad otfering to meet mail- 
order prices. In the past week I 
have sold a dozen mail-order buyers 
articles that are listed in catalogues— 
articles like the Maydole hammer and 
Disston saw—at a lower price here 
than the catalogues quote in Chicago. 
PRINTERS’ INK is absolute finality to 
me in matters of advertising but you 
are getting on a strange road, 1m 
afraid, when you attempt to explain 
to us fellows, who are running these 
country stores, how we are ‘also rans,” 
so far as ability to mcet the catalogue 
houses is concerned. Maybe you just 
meant they could underseli if they 
wanted to. Did you ever stop to think 
that practically every family that even 
oceasiondlly’ buys from a catalogue 
house gets two catalogues a year trom 
the three big houses. Besides, thou- 
sands of these are sent out to persons 
who don’t buy a cent’s worth of them. 
I never got one except by mail and 
postage is 25 to 26c. It must cost 
75c. each to publish them—that’s a 
dollar each delivered or $6 a year to 
the average family buying of the cata- 
logue house, That’s a 10 per cent tax 
on the first $60 sales in each family— 
that’s enough margin to overcome the 
“big buying.” I had intended to send 
the enclosed ad in for criticism in 
Ready Made Department anyway but 
as I said you stepped on my foot and 
I just had to set you right. Thanking 
you for past helpful criticisms, I beg 
to remain, Very truly yours, 

H. Lestie WILDEY. 

P.S.—I want your trade if you buy 
of the mail-order houses. ~ I'll meet 
their prices, H. L. W. 


++ 
BARGAIN OFFER FROM 
BORSODI. 
Scranton, Pa., Oct. 25, 1907. 
Editor of Printers’ INK: 

I should like to receive a few of the 
recent copies of your paper. In fact 
if I could get hold of a _ complete 
volume, or even of broken volumes, as 
many as you can conveniently furnish 
me with, I would like to have them, 
and would be willing to pay for them 
in advertising space in the Advertisers’ 
Weekly. . 

Suppose you make me an offer of 
such copies -as you are- willing to sell, 
no matter how many years back, if the 
proposition to take space for them is 
satisfactory to you. 

Yours very truly, 
: WILLIAM = Borsopt. 


Cuicaco, Oct. 26, 1907. 
Editor of Printers’ INK: 

I take very grcat pleasure in hand- 
ing you my check for $2, as per en- 
closed blank, which I have filled out, 
for my subscription to PRINTERS’ INK, 

I don’t feel as though I can very 
well get along and progress. without 
the aid and assistance ot this most 
valuable and bright little publication. 
It has been an in.piration to me upon 
numerous occasions, having touched 
the right key which produced a spon- 
taneous response. In tact only recent- 
ly I secured several excellent ac- 
counts by working along the lines 
which Printers’ INK suggested. 

In conclusion, I would add that in 
appreciation of what PRINTERS’ INK has 
done, and is capable of doing, [I have 
freely advised others ‘‘not to be with- 
out it,”” and am also advising a_ cer- 
tain prominent publisher to use liberal 
space for advertising purposes in 
Printers’ INK in a forthcoming .cam- 
paign, which [ am assisting them in 
mapping out, 

Wishing you every success, [I re- 
main, Yours very cordially, 

J. Munroe HEILBrRuN. 
—__ +o 
SCIENTIST OR HYMNIST? 

New York, Oct. 29, 1907. 
Editor of Printers’ INK: 

I notice in the Wanamaker _adver- 
tisement of October 28th a _ reference 
to ‘a Milton and a Shakespeare, a 
Newton and a Watts, a Reynolds and 
a Turner, as among England’s _ illus- 
trious sons—epoch-makers' of _litera- 
ture, science and art.” 

It seems to me that this is putting 
hymn-makers in a rather prominent 
position. But, stay! Can it be that 
the Wanamaker scribe was referring 
to James Watt and Sir Isaac Newton, 
and not to Isaac Watts and John 
Newton? Yours very truly, 

CaPTIous, 
—__+++—__—_ 

MAIL-ORDER PROPOSITION. 

One of the newest propositions in 
the mail-order field is that of the 
Southern Fruit Co., of Jacksonville, 
Florida. Oranges, grapefruit, tanger- 
ines, and other southern fruits are sold 
through magazine advertising and 
shipped direct from the orchard to 
the consumer, assorted as desired, at 
five and six dollars per box, express 
prepaid. This concern, capitalized for 
$50,000, is indorsed by the leading 
banks of Jacksonville, is using attrac- 
tive quarter-page space, and the reports 
are to the effect that they are doing a 
most satisfactory business.—Advertis- 
ers’ Magazine. 

ling Ri ccs 

Tue Cutler-Hammer Manufacturing 
Company, Milwaukee, has issued a 
booklet for the manufacturers who 
supply electric motors and _ motor- 
driven machinery to the Navy, and in 
the interests of the electric controlling 
devices which the company manufac- 
tures, which gives evidence of a vast 
amount of care in preparation and 
design, 
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u:d-: tus capuion are accepted from punlisners who, accori- 
vf kowvell’s American Newspaper Directory. have submittea tor 
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Direetory, vut nave sinve suoplied a 


Directory a detailed cir 
tor some reason failed to oodtain a figure rating in the 
det ulead 


auty signed and dite, 


eircuiation statement as deseriped anor 


tof twelve imontns prior to the date Of making tne statement, <ucn stat - 


ment being: 


toie for use in the 19¢ issue of the American Newspaper Directory. 


clr 


culation oan si. the ROLL OF Honor of tne last named character are marked with an (2: . 


These are cenerally regarded the publisners who believe that an advertiser has a right 


to know what he pays his hara cash for. 


The full meaning of the Star Guarantee is set forth in Rowell’s American 
Newspaper Directory in the caialogue description of each publication possessing 
it No publisher who has any d.uvt that the absolute accuracy of his circulatiou 
statement would stand out bright and clear after the most searching investigation 

would ever for a aioment Consider the thought of securing aud using the Guarantee Star, 


ALABAMA. 
Rirminghum,. Ledger, dy Average for 1906, 
Qualls. Lest advertising medium in Alabama. 


Montgomery, Journal, dy. Aver. 1906, 9,844, 
The u.ver..vo.. home newspaper of its city. 


ARIZONA. 


Pheenix. kepublican. Daily aver. 1906,6.478. 
Leonard « Lewis, N. Y. Reps.. Tribune Bldg. 


ARKANSAS. 


Fort Smith, imes. i:vening (except Sat. gene 
Sunday morning. waily uveraye 1900, 4,22 


CALIFORNIA. 
Oakland, Heraid. Average (904, 
19,6673 Sept., 1907 "2s, 401. Only Cali- 
Sornia daily cire ulation guaranteed by 
SrowelPs Directory. 


fp 


PER! 


San 4g Suns°t Magazine, monthly; 
literary; L 2évages,ox8 Average treet: 
tion dled m » tis enting July. 197, 91,42 
Home « flices. fi00d Buildi:.¢ 


COLORA=O. 
Aspe a t. Like a blan'et it covers the 
Cay in region, Cireulation—Daily 
b9.ct rt spelt 4,41 5 
be Tne avsoiute correctness of the latest 
circulation rating accoraed 
tne Denver Post is guaran- 
teed by the publishers o: 
Rowell’s American News. 
paper Directory. who will 
pay one nundred dollars to 
tne first person who success- 
fully controverts its accuracy. 


CONNECTICUT. 
ai tigserer® Evening Post. Sworn dy. Aug., 
Bridgeport, i rnin Telegra™. dai® 
Average for Sept. 1907, sworn 11,86 
You can cover Bridgeport by usin 
Telegram only. Kate. ie. per line, flat. 


Meriden. Journal, evening. Actual arerage 


for 1906, 7.580. F rst four months 4907, 7.5% 

Meriden. Mormnz Meir ant A, A » blican. 
Dasiy average sppeigeor] TIS; 1906, 22. 

New Haven, Eve:inz |’egister, oa Annual 
eworn acer, Jor i604 SL; Sunday. 11,662. 

New Haven. Palla: .m.ay. Arer.1905, 8,636; 
1900, 9,549. Kk. Katz, Snecial Avent, N. ¥. 

New Haven, Um. Average 1906,14, aa 
First 6 mos., ’v7, 16, E. Katz, Sp. Ayt., N.Y. 

New London, Day. «v’y. Aver. 1906, ape 
aver. for Sept. , 6,778. Rate. obta. 





Norwalk, "veniny Hour. Daily average guar- 
anteed to exceed 8,800. Sworn circulation 
statement furnished, Covers not only the No1- 
walks but fifteen small towns adjoinin 
ing a territory of over 40,.00 people. 
largest cireul ition of any newspaper in South. 
western Curnectucut._ 

Norwich. Bullet. morning, eo Jor 
1905, 3,920; 1906, ost. June, 1907, 7,289. 

W aterbury. i bit van, dy. Arer. for 1905, 
».645; s6, a 9at. La C..ste & Maxwell. 


DISTRICT OF COLUMBIA. 
Washington, Even.ng Star, daily and Sun- 
jay. Daily averaye Jor 196. 8.577 (OO). 


FLORIDA 
Jacksonville, \etrovois, dy Av. 1906, 9,482, 
ist 6 mos. 1907. 10,692, E. Katz, Sp. ya a. ¥. 


GEORGIA. 
Atlanta, Journal, dy, Av. 1906, 5 
day 57,988. Semi-weekly 74,916. 
nal covers v.xie like the dew. 


IDAHO. 
Botae, Evening “apital News, d’y. Aver. 1906, 
4,808; average, July, 1907, 6,188. 


ILLINOIS 
Aurora. Daily Beacon. “Muily average for 
1905, 4.80% 196 6, 454. 


Cairo, Citizen. Daily average ist. 6 months, 


1907, 1,885. 
Champaign, News., Guara:teed larger circu 
lation + aah ull other papers published i. the twin 


cities (Champaign and Urbana) combined. 


Chicago, The American merican Journal of Clinical 
Medicine, mo. ($1 50), the open voor to the Ame i- 
can! ocior, and thyouzh him to the American 
Public. Guar. 40,000 cir ; investi’d by A. A. 


Chiengo, Bakers Helper, monthly ($1.00 
sakers’ Heiper Co. Averave for 196,4,017 (OG). 

«3 $2, Aver 
‘or 39 weeks 


0,857. Sun- 
The Jour- 


Chiengo; Breeder’s Gazette. weekl 
“inuiatio for een, a — 
ended Sept. 25, 1907, 78,9 


Chieage, Dental Review, monthlr. 
average for 1908, % Sor 196, 4.001, 


alt Examiner. Arerag¢ 
Sor 1906 


9.546 Sunday. 
22 000 Daily. 
Guarantees larger ci Foulation in 
city of Chicazo than a two 
other morning papers combined 
Has certificate from Asscciatio 
of Amcrican Advertisers 

Circulation for) ‘Bandy, T17. 681, 

February. 1907 ;:§ Dailu, 192,271. 
Abso:ute correctness of latest circulation rat 
ing accorded the Chicago Exam:ner is guaran- 
t-ed by the publishers uf Rowell’s Newspaper 


Actua! 


vu Gre. | Directory. 


Zz 








Omrere Us Zhe Household 
Guide in a Million andaQuater 


N over a Million and a Quarter homes the woman of the 
household looks on COMFORT as her guide and friend. 

Its reading columns are consulted for help in her daily house- 
hold duties. It is natural, therefore, that its advertising columns 
should also be consulted when it comes to making purchases 
for the family. And, as it is a well-known fact that the 
woman does the buying for the household, it naturally follows 
that COMFORT is the shopping guide of the country 
people. Ask your Advertising Agent about COMFORT, 


or write to 


W.H. GANNETT, Publisher, Inc., Augusta, Maine 


NEW YORK: CHICAGO: 
1105 Flatiron Building 1635 Marquette Building 








8 


Chicago, Farm Loans and City a. Lead- 
ing investuneut paper of t the United sta 

Chiengo, Journal Amer. Med. Ass’n, aniaae. 
Averaye six mos., Jan. to July, 1907, 51.210, 


henge, Record- Herald. Average 1906, daily 
ute 3; Sunday 211,611. Average July, 1907, 
exceeding daily 152,420; 3 Sunday 220,181, 
The absolute correctness of the latest 
circulation rating accorded 
the Chicago Record-Herald 
‘s guaranteed by the pub- 
lishers of Rowell’s American 
Newspaper Directory, who 
will pay one hundred dollars 
to the first person who successfully con 
troverts its accur2cy. 


UA 
oC 
TEED 


Chieago. The Tribune has the largest two-cent 
circulation in the world. and the largest cireula- 
tion of any morning newspaper in Chicago. The 
TRIBUNE is the outy Chicago newspaper receiv- 
ing (OO). 


Joliet, Herald evening and Sunday morning. 
Average for year ending April 30, 1907, 3,871. 


Peoria, Evening Star. Cerculution guaranteed 
more than 21,000, 


INDIANA. 
Evanaville. Journal-News. Ar. for 1906, 16.- 
899. Sundays over 18,000. E. Katz, 8. A.,N.). 


Indinnapolia, Up-to-Date Farming. 1906 av.. 
174,534. Now 200.000 4 timesa mo.,75c. a line. 


Notre Dume, The Ave Maria. Catholic weekly. 
Actual net average for :w6,. 24.612. 


Prineeton, Clarion sews, daily aw weekly. 
Daily averaye 196, 1,501; weekly, 2 


Riehmond, The Evening Item, daily. Sworn 
average net paid circulation for nine months 
ending Sept. 30, 17, 5, A circulation of 
over 5,000 guaranteed in alt 1907 contracts, The 
Item goes into 80 per cent of the RicLmond 
homes. No street sales. Uses no premiums. 

&@ The absolute correctness of thelates. 

circulation rating accorded 

the Richmond Item is guar- 

anteed by the publishers cf 

Rowell’s American News- 

paper Directory, who will 

pay one hundred dollars to 
the first person who successfully contro- 
verts its accuracy. 


South Bend, Tribune. Sworn daily average. 
June 197, 9,530. Absolutely best in South Bend 


INDIAN TERRITORY 


Ardmore. Ardmoreite, daily. Arerage for 
1906, 2.445, 


Muskogee, Times Democrat. 1905, average 
2.881; averuge 1906, 5,514. EH. Katz, Agt., N.Y. 


IOWA 


Bu rlington, Hawk-Eye, dai ily. Aver, 1906, 
8,764. “All paid in advance.” ° 


Davenport, Times. Daily aver. Sept. 18,094. 
Circulation in City or total guaranteed greater 
than any other paper or no pay for space. 


Des Moines. Capital. daily. Lafayette Young. 
publisher. Sworn average circulation for 1906. 
41.751. Circuiation. City and State, laryest 
wm Iowa. More advertising of all kinds in 1906 
in 342 issues than any eer in 365 issues. 
Rate 70 cents per inch. 


Des Moines, lkegister and Leader—daily and 
Sunday—carries more “Want” and local display 
advertising than any other les Moin-s or lowa 
paper. Aver, circulation st 6 mos. ’07, 80,198. 


Des Moines. Iowa State Register and Farmer, 
w’y. Aver, number copies printed, 196, 52,125. 
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Sioux City, Journal. Psa 
6 months, 1907, sworn, 28,90. 
day and Evening Editions. 


ig 4 Sor ist 
worning, Sur 


Sioux City, Tribune, Evening. Net sworn d 
aver. (returns deducted) ist 6 mos, 1907, 81,122. 
For September 1907, 82,981. 

You can cover Sioux City thoroughly by usin.; 
the Tribune only. Itis subscribed for by Prac. . 
a every family that a newspaper can inte: 


KANSAS. 


Hutchineon. News. Daily 1906, 4.260. Mar., 
1906,4.650, EH. Katz, Special Agent. N. Y. 


Lawrence. World. evening and weekly. 
Copies printed, 106,daily, 8,778; weekly, 8,084, 


KENTUCKY. 


Lexington, Leader, Av. 06, evg. 5,157. Suv. 
6,798; ist 5 mos., '07, 5,418, Sy, 6,867, E.Kat:. 
Owensboro, Mess’ ‘ 
ending June 30, ’07, 8,568; aver. 


MAINE. 


\uguata. Comrort, mo. Ww. 5 
Actual averaye Jor 1906, i. 271.9 
fi: + Stic 


Augusta, Maine Farmer, w’kiv. Guaranteed, 
14,000, i:ates low; recognized farmers’ medium 


Daily aver. six mos. 
Aug., 8,940. 


Spnete pub 


Banger. Commercial. 
9.695; weekly 28,578. 

Madison, Bulletin, wy. Circ., 1906,1,581. Now 
over 1,600, Only paper in Western Somerset Co, 


pee Scelity 
, pee. Maine Woods and Woodsman.weckly, 
. W. Brackett Co. 4: erngve for 196. 3.077. 


Average for i906, daily 


Portland, Evening Express. Arerage for 19vé 
daily 12 806. Sunduy Telegram, 8,041. 


MARYLAND. 


Baltimore, American, dy. av. ist 6 mos. ’07, 
27,052; Sun., 90,827, Not return privilege. 


Evening News Publ 
For 


Baltimore, News. daily. 
ee eames Average 1906, sis 
Spsouen, 1907, 72,69 
he absolute non sil of the 
latest circulation rating accorded 
NEws is guaranteed by the 
ublishers of Rowell’s American 
Newspaper Directory, who will 
pay one hundred dollars to the 
Jirst person who successfully con- 
troverts its accuracy. 


MASSACHUSETTS. 


Beaton. Evening Transcript (OO). Roston’s 
tea table paper. Largest amount of week day adv. 


tet tk kt 


Boston, Globe. Average 1906, daily. 182.936. 
Sunday 295.232. Largest circulation daily ot 
any two cent paper in the United States. Largest 
circulation of any Sunday newspaper in New 
England. Advertisements go in morning and 
afternoon editions for one price. 


WRK IK KK 


Holyoke. Transcript, daily. Act. ar. for year 
ending May. 1906, 3,839; 3 mus, '07,7.842. 


Lynn. Evening Item. Daily sworn ar. 
1906, 15,068: Jan., 1907, av. 16, “lt. The Ly: 
family paper. Circulation absolutely un®)- 
proached in quantity or quality by any Ly 
paper. 


Daly 


Woburn. News, evening and weekly. 





av, net putd cir, Murch, 1,528, Wkly, 1.481 
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40, 


pub 


teed, 
tum 


PRINTERS’ INK. 19 


Worceater, Evening Cazette. Actual sworn 
av cage for the first six months of 1907, 15, 
copes datly— nearly 40% increase over 1906, Larg- 
est eve. cire’n. Worcester’s “Home” paper. Per- 
mis-iun given A. A. A. to examine circulation. 


W oreester. L’Opinion Eanes. daily (© ©). 
Paid average for 196. 4.25 


MICHIGAN. 


Bay City, Times, evening Ar. for 6 mos. 
to July 1, 1907, 11,002 copies, daily, guaranteed. 


Jackson, Citizen-Press, Only 
evening pape:. Gives yearly aver- 
ages, not weekly. It’s Jackson’s 
greatest daily. It carries more 
advertising and has the largest 
net paii circulation. No secrets, 
Sept. doty average, 7,988. 


Jackson, eg Average July, 71907, 
8,250; Sunday, 9,045, Greatest net cir- 
culation. Verified ie A A.A, Sworn state- 
ments monthly, Exumination welcomed. 


Saginaw, Courier-Herald. daily, Sunday. 
Average 1906, 14,897; September, 1907, 14,648. 


naw, Evening News, daily sore 
1906, a Tt 3 September, 1907, 20,585. 


MINNESOTA. 


Minneapolia. Farmers’ TrivLane, twice a-week,. 
W.J. Murphy, pub. Aver. Jor 196, 37,886. 


Minneapolis, Journal. Daily 
and Sunday why Ae In 1906 aver- 
age daily circulation, 74,054. 
Daily average circulation or 
Sept., 1907,76,95%. Average Cun 
day circulation Sor Sept , 197, 
71,687. The absolute accuracy 
of the Journal's circulation rat- 
ings is guaranteed by the Ameri- 
can Newspaper Directory. It is 
= to reach the great 

y of purchasers throu; out 

ery Northwest and goes into more 

100 | © | homes than any paper in its field. 
It brings results. 


Minneapolis, Svenska ry ie od Posten. 
Swan J. Turnblad, pub 1906, 52.010 

Minneapolis. kati, Svecs and Home, semi- 
Monthly. Actual averay 1206. STZ,IST: aver- 
aye for 1906, 100,266;: mos., 1907 104,100. 


The The abs lute accuracy of Farm, 
Stocic «& Home's circulation rating 
ig guaranteed oy the American 
Newsvaper Directory. Virculation ts 
practicuily conjined to the Furmers 
a Minnesota, tne Dakotas, Western 
Wisconsin and Northern Jowa. Use 


it to reach section must prontably. 


CIRCULAT’N Sienanatin Tribune. W. 


J. Murphy, pub. Est. i867. Old- 
est Minneapolis daily. The Sun- 
day Tribune average per issue 
Sor the year ending December. 
1906, was $1,272. The duatiy 


by 60; Méwas Tribune average per issue for 
paper Diree. the year ending Decenber, 1906, 
tory. was 10:;,164, 


&t. Paul. PioneerPress. Net average circula- 
oe on Nad 


bscribers take the paper because 
they want it, All matters perta:m- 
ing to circulation are open "to ine: estigation. 


The absolute accuracy of the 
Pioneer Press circulation state- 
ments is guaranteed by the Ameri- 
can Newspaper Directory. Ninety 
per cent of the moneu due for sub- 
a is ——_. showing that 


Winona, Republican-Herald. ae. June, 4,616 
Best outside Twin Cities and Duluth 


January—laily 35.802. Sunday 82.- | 





MISSOURI. 


Joplin, Globe, daity Average 1906. 15,254. 
Aug. 1907, 12,282, E. Katz, Special Agent, N. Y. 


Kansas City, Journal. Cire’n, 277,974: 
207,520 Weekly—display and ciassi ied, 
cents a line, flat; | — a, and Sunday—dis- 
play, 12e.; clas ‘ombination Weekly 
and Sunday—display. “8c. * Literature on request. 





St. Joxnenh, News and Press. Circulation 
4906, 36,079. Smith & Thompson, Eust. Reps. 


St. Louia. National Druggist.mo. Henry R. 
Strong, Editor ana Publisher. Average for 1906, 
8.000 (© ©). Eastern office, 59 Maiden Lane. 


&t. Louis, National Farmer ance Stock Grower, 
monthiy, Areruye Jor 1906, 104.200, 


MONTANA. 


Miasoula, Missonlian. Every morning. <Av- 
erage 12 months ending Dec. 81, 1906, 5,107. 


NEBRASKA. 


Lincoin, Deutsch-Amerikan Farmer, weekly. 
Average 196, 141,539. 


Lincoln. Freie Presse, weekly. Actual average 
Sor 196, 142.989 


NEW HAMPSHIRE. 


1 eepehenter. Union. Ar. 106, 16,758, daily. 
\. H. Farmer and \\ eekly Union: 5,350, 


Nashua, Telerraph. The only daily in city 
Average 8 mos. ending Aug. 3/, 1907, 4, 


NEW JERSEY 


Aabury Park. Press. 1906, 4.812. Gained 
average of one subscriber a day for ten years. 


Camden, Daily Courier. Actual averaye for 
year ending December 3/, 1906, 9, 


Elizabeth, Journal. Av. 19°4, 5,522; 1905, 
6,515; 1906, 7,847; jirst 6 mos. 1907, 8,221. 


Jersey City. Evening Journal. Average for 
1906, 28.005 First six months 1907, 24,089. 


Newurk. Eve. News. Net dy. ar. Sor 1906, 
68,022 copies, net dy. av. for Apr., 1907, 68,940. 


Trenton, Evening Times. Ar. 1906, 18.28 
mos, dy. av. Apr. 30, 07, 20.621; Apr., 20, rita 


NEW YORK. 


Albany. Evening Journal. Datly areraye for 
1906, 16.251. It’s the leading paper. 


Batavia, Daily News. Average first 6 ne. 


1967, 7,494, F.R. Northrup, special Kep., N. 


Brooklyn, N. ¥. Printers’ Ink mee 
THE Sta XDaRD UNION now has the 
largest circulation in Brooklyn. Daily 
average 6 mos. 1907, 58,449. 


Buffalo. Courier, morn, Av.1906, Sunday 8%: 
168; daidy, 58.681; Enquirer, even... 32.685 


Wuffaio. Evening News. Daily averaye 1905, 
94.690; for 1906, 94,743. 


joao, evening. Arerage 1904, 
45; 1906, 6,585; Feb. av., 6,820. 


Coe 
G.2553 196 


Mount Vernon, -Argus. evening. Actual daily 
average for 12 mos. ending Sept. 30, ’07, 4,4%4. 


Newburgh. News, daily. Ar. 6,5.477; 4,000 
more than all other Newbur: gh papers combined. 
New York City. 


Army & Navy Journal. Est. 1865. stntnatie 
av. for '06.9.706 (OO). 4 mos. to Apr.’v7, 9,949. 


Automobile, weeny: Average for r ending 
Dec. 28, 1906, 15,212. wai 
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Baker’s Review, monthly. W.k. Gregory Co.. 
publishers. Actual average Jor s9u6, 5.488. 


Benziger’s Magazine, the only populanCatholic 
Family Magazine pub ished in the United States. 
Guaranteed cire’n, 75,000; 50c. per agate line. 

Chyper, weekly (Theatrical). 

Ltd. Aver. 


Frane Queen 
Pub. Co i oOo. 


tor :w6, 26,611 ( 


1 Comercio, mo. ae exper. J. Shepherd 
Clark Co, Average Jor 508, & 1906, 8,542—sworn. 


Musie Trade Review, — trade and art week 
ly. Average for 196, 0,109 


Printers’ Ink, a journal for 
advertisers, published every 
Weduesday. Established 1888. 
Actual weekly average for 
4906, 11.708. 


The. People’s Home Jourral. 554.916 mo. 
Good literature, 452.500 monthly, average cir- 
culations for 1906—all to paid-in-adrance sub- 
scribers. F. M. Lupton. pubiisher. 


The Tea and Coffee Trade Journal. Average 
circulation for wer arene Oct. 1907, 8,805; 
Oct. 1907, issue, 9,000. 


The Worid. Actual arer. for 1906, Morn.. 818. 
664. Evening. 59.057. Sunday, 442.228. 


Rochester, Case and Comment, mo., Law. 
Av. for year 1906,22.601. Guaranteed 20,000. 


daily. A. N. Liecty. 


Rehenectudy. Gazette, 


y: 
Actual average for 195, 18.058; 1906, 15.809. 


Svracuse. Evening Ileraia. daily. Herald (o. 
pub. Arer. 96, daily 35.206. Sunday 40.064. 


Tro 
_ i 8,8 

20,458. 
permitted A. 2 


pesers, Average circulation 

Average August, 1907, 

om eer in city which has 
. examination, 


Utiea. National Electrical Contractor, mo. 
Average for 196, 2.62... 


Utien. Press. daily Otto A. Meyer, publisher. 
Average for year ending Murch 31, 1907, 14.927. 


NORTH CAROLINA. 


Raleigh, Times. North Carolina's foremost 
afternoon paper. Actual daily average Jan. ist 
to Oct. :at, 1906, 6,551; weekly, 5,200. 


NORTH DAKOTA. 


Grand Forka, Normanden. Av. yr. ’05,7,201. 
Aver. Jor year 1906, 3,18 


OHIO. 


Akron, Times, daily. Acfval average for 
year 1906, 8,977 September, 1907, 9,778. 

Ashtabula, Amerikan Sanomat. Finnish. 
Actual average for 1906. 10.690, 


Cleveland, Piain Dealer. Est. 1841. Actual 
Gacy average 1906, 72,216; bere 88,869; 
+ 1907, 7, 086 daily; Sun., 87,8 


Coshocton, Age, duily. Net average 1906, 
2.757. Verified by Asso. Amer. Advertisers 


Coshocton, Times. dy. Net ’06, 2.128; 6 mo. 
07, 2,416. No cash books fixed to fit padded cir. 


Dayton, The I. L. U. Home Journal, mo 
(Formerly Laborer:’ Journal). National cir. Av 
for year pewact «A April 3, ’07, 14.811 co; “i 
Critically read by 36, 500 members of THEI. 

GRAND LODGE. -«* fraternal. ong pth order 
of wage- -workers. . agate line, flat ra 

Dayton, Journal. First six months 1907, act+ 
ual average. 24,196. 


. Actual aver- 


don, Democrat. semi-w-ekl 
4,000. 


Lend 
=" 1906, 8,668; now guaran ees 
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Springfeld. Farm and Fireside. over \ cer - 
tury teading Nat. agricult’l paper. Cir.435.000, 


Daily Crronicie. Acturl areraye 
34, 196, 2,54. 


Warren. 
Sor uear ending Decembe- 


Youngatown, Vindicator. D'y, av. 6. 18.746; 
Sy. 10,001; LaCoste & Musc:rell, N ¥. & Chicagu, 


OKLAHOMA. 


Oklahoma City, Tne Oklahoman. 7906 ave;.., 
18,918; Aug. 1907, 20,217. E. Katz, Agent N.¥. 


OREGON. 


Mt. Angel. St. Joseph’s-Blatt. 


3, 107, 19. 158. he ee 


Portland, Journal, daily Average 1%", 
25,578; for Sept., 1907, 28,429. The 
abs» lute correeiness of the latest circula- 
tion statement guaranteed by Rowell’s 
American Newspaper Directory. 


Weekly. May 


Portland, Pacific Northwest, mo.; av. /st 6 mo, 
1907,16,000, Leading farm paper in Stale. 


PENNSYLVANIA. 


Chester, Times. ev’g d’y. averace 19%. 7.688, 
N. Y. office, 220 B’way. °F. R. Northrup, Mgr. 


Erte, Times, daily. —. for 1906, 1%, 110; 
Sept. 1907,18,584, E. Katz, Sp. Ag., N. Y. 


Harri«burg, Telegraph S Sworn av. Sept., 14,- 
570. Largest paid circulat nin H’b’g or no pay 
——— 


Philadelphia, Coniéetioners’ Journal, 
AV, 1905, 3,470; 196. 5.514 (OO) 


OO YOK 


The correctness of FARM JOURNAL’S * 
Subscription statements is guaran- 


teed by the American Newspaper ]}i- 
* rectory. Tne average edition for the x» 
year i wus 51, e»pies each 


mo 


month It has more actual paid in- 
advance subscribers than any other » 
farm paper in the world. It has been 
awarded the ), and best 

ot all, the Seventn Sugar Bowl 


OOOO OE 


The Philadelphia 
BULLETIN’S 
Circulation. 


The following statement shows the actual 
circulation of THE BULLETIN for each day in 
the month of September, 1907: 


aed 
SOONAS Ur woe 


ee 
hoe 





Totai for 25 days, 5,608,314 copies. 
NET AVERAGE FOR SEPTEMBER: 


224,332 copies a day 


“The Bulletin’s” circulation figures are net 
all damaged. unsold, free and returned copies 
have been omitted. 

WILLIAM L. McLEAN, Publisher. 
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Philadelphia. The Press is 
Philadelphia’s Great siome News- 
paper. besides the Guarantee 
Scar,it has the Gold Marks and is 
onthe Roll of Honor—the three 
most desirable aistinetions for 
any newspaper Sworn average 
circulation of the daily Press for 

1906, 100,548; the Sunday ' ‘ress, 137,863. 
Pittsburg, Pa., The Team Owners’ Review. 
Higa-gr de monthly trade per; first-class ad- 
vertising medium. Circulates among Team 
«owners, Hauling Contractors, Transfer, Express, 
«ating and Draying Companies. the largest 
consumers of Horse Goods, Saddlery, stable 

Supplies, Wagons, 1 rucks, etc. 


Scranton, Truth. Swornerrculation for 1906, 
14,126 copies uaily, with a steady increase. 

a Weat Cheater. Local News 
daily. \V, H. Hodgson, sverayefor 
1905, 1.29%. Inu its 35th year. 
Independent. Has Chester County 
and vicinity for its field. Devoted 
to home news. henze 18 @ home 
paper. Chester County is second 
in the State in agricultural wealth. 


, Fork. Dispatch and Daily. Average for 1906, 
7.769. 
RHODE ISLAND. 
Pawtucket, Evening Times, Aver. ctrculation 
for 196, 17.11% (sworn), 
Providence. Daily Journal. 18,051 (@©) 


Sunday, 21,340. :\@@). EKrening Bulletin 36.- 
620 averaye /#6. Providence sournai Co.. pubs. 


ww 


Westerly.Sun. Geo. Il. Utter, pub. aver. 1296, 
4.022. Largest circulation tu Svuthern R. 1. 


SOUTH CAROLINA. 


Charleston, Evening Post. Actual dy. aver- 
age fur 196, 4.434. Decemoer, 1906, 4.755. 


Columbia, Xtate. Actual aver- 

age for 1906, daily (© ©). 11,287 

UA copies; cout-socekty, 625; Sun- 
aay day OO. 1906, 12,228. 

eo N average for first six months, 1907 

EEO daily (® ©) 12,940, Sunday (OD) 


8, ° 


Providence. Tribune, Morning 10.347. 
Even:ny 81.118: Sunday. 16,320. Mosi 
progressive paner inthe field) Evening 
edition guaranteed by Kowell’s Am, N.1 


Spartanburg, Herald Actual average cir- 


culation for first nine months 1907, 2,621. 


TENNESSEE. 


Chattanooga, News. Arer. 3 
mos. ending Dec. 3), 1906, 14.70%. 
Only Chattanooga paper permit- 
ting examination circulation by 
Assoc. Am. Advertisess. Carries 
more advg in 6 aays than morn- 
ing paper7 days. Greatest Want 
Ad medium. Guarantees largest 
circulation or no pay. 

xville, Journal and Tribune. 
Daily average year ending December 
3/, 1906, 18,692. Week-day average now 

in excess of 15,000. The leader. 
Memphia, Commercial Appeal. daily. Sunday, 
weeki P iret siz months 1907 av.: alge: 

am 


lay. 61,485; weekly, 81,212. 
Fey. otc preasotatives, N.Y. and Chicago. 


Nashville, Benner. daily. Aver. for year 1906, 
81, Dos Jan. 197, 38.333; Feb. 1907, 8%,27 1. 


TEXAS. 


El Paso, Herald. My. ar., 7,818. . More than 
both ober El Paso dailies. Verified by A. A. A 


VERMONT. 
Barre. Times. daily. F. E. Langley. Aver. 1905, 
8.527: 196,4.115. 
Bennington. Banner, duiiy. T. E. Howe. 
Actual average for 196, 1.950, 
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Burlington, Free Press. Daily average for 
s9v6. 3.459. rgest city and State circula- 
tion. Examined by Asso. of Amer. Advertisers. 


Montpelier. argus, daily. Actual average 
Sor 196. 3,280 copies per issue. 


Rutland. Herald. Areraue 1904, 2,527. Av 
erage 1905, 4.236. Arerage 196, 4,677. 


St. Albana, Messenger. daily. 4ctucl average 
Sor 195,8,051; for 1206, 8.353 copies per issue, 


VIRGINIA. 


Danville, The Bee. Av. 1906, 2,867. Sept. 
1907, 2,882. Largest cir’n. Only eve’g paper. 


Richmond. Modern Farming. mo. 
Sor jirst five months of 1907, 14,425. 


WASHINGTON. 
Seattle, Post Intelligencer (OO). 
Av., for ee. 1907, net - Sunday 
44,461; Daily, 85,782; week day 
cet 84,046, Only sworn circulation 
AN in Seattle. Largest genuine and 
TEED cash paid circulation 1 Washing- 
mn; highest quality, best service 

greatest results ulways. 


Seattle. The Daily and Sunday 
Times lead all newspapers on the 
Pacific Coast nortn of Los Auceles 
in amount of advertising printed 
daring first 6 mos. 1907. Nearest 
rival was beaten by over 134.401 
inches displvy and 180.000 lines of 
classified. That teils the story of 
results. Average for 1906, was 42,172 daily, 
56,794 Sunday. Average for Sept., 1907. were 
--Morning 16,99, Evening 47,457, Sunday 
66,801. You get the bext quality and largest 
quantity of proven circulation perfectly blended 
»hen you buy space in tne Times, the biggest 
newspaper success of the last decade on the 
Pacific Coast. 

Tacoma, Ledger. Average 1906, daily, 16,089; 
Sunday, 21,798. 


Tacoma, News. 
urday, 17,610, 


WEST VIRGINIA. 
Parkeraburg, Sentinel. daily, R. E. Hornor, 
pub. <Averuye for 196. 2,640. 
Ronceverte. W.Va. News. wy. 
& Son, pubs. ver. 1906, 2,220. 


WISCONSIN. 


aArerage 


UA 
ad gy 
TEED 


Areruye 1906,16,109; Sat- 


Wm. B. Blake 


These Tillers of the Soil Have Money. 
Never in the history of southern Wisconsin (the 
Re field of the Janesville GAZETT#:) 
have conaitions been so tavor- 
able for the oe application of 
persuasion by the advertiser. 
Markets on most every grain and 
farm commodity at the highest 
point almost in history and crop 
quentity and quality above the 
average—tobacco ard sugar beets 
are turning into a million and a 
half cash—barley 95c. per bushel—ete., etc. The 
Junesville GAZETTE reaches 30 out of every 39 
people in its territory; sworn fizures, 
M. C. WATSON, 1509 Home Lie Bldg., N. Y. 
A. W. ALLEN. 1502 Tribune Bldg., Chica: o. 


Madixen, State Journal, a. Average 1906, 
4,834 


3.602; Jan., Feb., Mar.,4907, ;Apr., 5.106. 


Milwaukee, The Journal, eve. 
There is only one Milwaukee 
newspaper i 
this column 
ranty, the claim of circula- 
jon that it makes ei-ewhere. 
r is Tie Mi.waukee 
. The Journal claims its 
aid city circulation alone is greater than tire 
total paid circulation of any other Miiwaukee 
, morning, evening or Sunday. The 
am Sor 12 months averaged 
50,124—for Sept., 1907, 5%,248--daily gain 
over Sept., 1906, 6,146. 
Milwaukee, Evening Wisconsin, d’y, Av. 1906 
25.480 (©©). Carries largest amount of ad 
vertising of any paper in Milwaukee. 
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Oshkosh, Northwestern. daily. Average for 


1906, 3.099. 


TWIscoONSIN 
Agricorrorist 


Racine. Wis... Extab. 187 
Actw:l weekly averaue for vear 
evded Feb, 28, 17, & 

Larger circulation im Hines 
sin than any other P Opec Adr- 
$3,50 an mnch. N, Iffice, Tem- 
ple Ct. W.C. Richarason, Mgr. 


WYOMING. 


Cheyenne, Tribune Actual ay average net 
Sor 1906, 5,126; s8eni-weekly, 3,598 


BRITISH COLUMBIA. 
Vancouver, Province. deb. ure Sor 
1906, 10,161; Sept. 1907, 14,720. . LeClerque, 
U.S. Repr., Chicago and New York. 


MANITOBA, CAN. 
Winnipeg, Free Press, d4lv and weekly. <Av- 


erage for 1906, daily, 84,559; daily Sept. 7907, 
86,585, wy. av. for mo. of Sept., 22,78 


AN 
TEED 





Winnipeg, Der Nordwesten. 
man newsp’r, Av, 196,16, 


Canada’s Ger- 
7%. Rates d6c. inca, 

Shenton Telegram. Average 6 mos, 190 
22,961. Weekly av. 19,586, Flat rate, 3c 


ONTARIO, CAN. 


Toronto. Canadian Imviement and Vehiclo 

Trade, monthly. Arerage Jor 196, 6.125 
Toronto, Canadian Motor, monthly 

circulation for 196, 4,54¢ 


Averaije 


QUEBEC, CAN. 


Montreal, Ia Presse. Actual average, 10, 
daily 100,087, weekly 49,992. 


Montreal, The Daily Star and 
The Family "Herald and Weekly 
Star have nearly 200.000 subser)!) 
ers, representing 1.000,000 readers 
—one-filtn Canada’s population. 
Ar. cir. of the Duily star for A048, 
60, a copies daiiu; the Weekly 
Star, 128,452 copies each issue. 








THE WANT-AD MEDIUMS 


A Large Volume of Want Business is a Popular Vote for the 
Newspaper in Which It Appears. 





Advertisements under this 


heading are only desired from 


papers of the requisite grade and class. 





COLORADO. 
W ANT advertisers get best a py in Colorado 
Springs Evening Teiegrap lc. a word, 


CONNECTICUT. 
NV ERIDEN, Conn.. MORNING K&CORD; Old es- 
4 tablished tumily newspaper; covers field 
60,000 high-class pop.; leading Want Ad paper. 
Classitien rate. cent a word; 7 times.5 cents a 
word, Agents Wanted, half a cent a word. 


DISTRICT OF COLUMBIA. 
d heer eee and SunpDay Star. Washington. 
© ©). carries DOUBLE the number of 
WaNT ane - any other paper. Rate lc. a word. 


ILLINOIS. 


SHE DAILY NEWS is Chicago’s “Want ad” 
D.r2ctory. 


leet TRIBUNE publishes more classified ad- 
vertising than any other Chicago newspaper. 


INDIANA. 


fMHE INDIANAPOLIS NEWS prints every day 
every week. every month and every year. 
more paid classified (want) advertisements than 
all the other Indianapolis papers combined. The 
toral number it printed in 196 was 315,300. an 
average of over 1,000 every day, which is 126,929 
more than all the other Indianapolis papers 


STAR LEADS IN INDIANA, 


During the last nine months the INDIANAPOLIS 
STAR carried. 461.97 ore columns of paid classi- 
fied advertising than carried by its nearest -om- 
petitor curing the same period. The STaR gained 
1535.77 columns over the corresponding months 
of last year. During the past two years the 
STaR’s circulation has exceeo ed that of any other 
Indiana newspaper, . Kave, six cents per line, 








The Lake County Times 


Hammond, Ind. 


An Up-to-Date Evening Paper. Four Edi 
tions Daily. 

The advertising medium par excellence of 
the Calumet Region. lead by all the pros 
perous vusiness men and well-paid mechan- 
le 3s in what has been accepted as , the 

“Logical Industrial Center of America 

Guaranteed circulation over 10,000 cinily 











INDIAN TERRITORY. 
RDMOREITE, Ardmore, Ind.Ter. Sworn cir- 
culation second in State. Popular rates. 


1OWA. 
fete Des Moines REGISTER AND 1. BADER: only 
morning paper; carries more ‘“‘want’’ a 
vertising than any other lowa newspaper. One 
cent a word, m’thly rate $1.25 nonp. line, dy.& § 


ne Des Moines CAPITAL guarantees the lar- 
gest city = the largest total circulation 


in lowa. The Want columns give splendid re- 
turnsialways. ‘the rate is 1 cent a word: by the 
month $1 per line. It is publishea six evenine3 
a week; Saturday the big day. 


MAINE, 


i K EVENING EXPRESS carries more Want acs 
than all other Portiand dailies combined. 


MARYLAND. 
a" “ Baltimore News carries more Want Ads 
than anv otner Baltimore oaily. It is the 
recognized Vant Ad medium of Baltimore. 





a’s Ger- 
6c. Inca, 


08. 190 
e, Ske 


, 


Vehiclo 
> 


Averaije 


ye, 1908, 


far and 
Weekly 
ibser) |) 
readers 
Nation, 
or 1408 
Weekly 
h iesue. 





ines 
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MASSACHUSETTS. 
\HE BosTON EVENING TRANSCRIPT is the great 
resort guide for ba Englanders. ‘hey 
expen Se ——_ d all good places listed 1n its adver- 
tising col 


4.4.8.8.8.4) 


m\HE BOSTON GLOBE, daily and Sund: mr} 
the ‘year 1906, printed a ag} of 444,75: 
“want” ads. There was a gain of 17,530 over Pine 
— 1905, and wus 201.569 more ~—< ue ony other 
Boston paper carried for the year 1906. 


Sete te te te ie 


3 () WORD AD, 10 cents a . Party ENTRR- 
PRISE, Brockton. mass. Circulation, 10,000. 


MINNESOTA. 


HE MINNEAPOLIS TRIBUN® is the recognised 
Want ad of ¥ 


Gr PAU! DISPATCH, St. Paul, Minn., covers 
rs $field. Nin months’ average, 68,833. 


The Minneapolis JOURNAL, Daily 
and Sunday, carries more clas- 
sitied advertising than an omer 





mee ag oe newspaper. No free 
Wants and no Clairvoyant nor 
objectionable medica: advertise- 
ments printed. Cinssified Wants 
printed in Sept., 200,130 lines. In 
jo wp advertiementa, 28, ; 
ght cents per aga ne per n- 
sertion, if charged. No ad taken 
for less than 24 cents. If cash ac- 
© ©] companies order the rate is Ic. a 
word. No ad taken iess than 20c. 


CIRO’LAT’N ((.HE MINN«APOLIS TRIBUNE is 
the oldest Minneapolis daily 
and has over 100,000 sub-cribers. 
It publishes over 80 columns of 
Want advertisementsevery week 
at fuli price (average of two 
pages a day); no free ads; price 
Fe yg both a | and even- 
issues. ate cents per 
by Am. Newa- y 
puper Di'tory ie Daily or Sunday. 


MISSOUKI,. 
T= Joplin GLOBK carries more Want ads 
than all other papers in Southwest Missouri 
combined, because it gives results. One centa 
word. Minimum, léc. 


MONTANA, 
Me™ Anaconda STANDARD is Montana’s oa 
ant-Ad” medium; ic. a word. Ave 
circulat’n (first 6 mos. 1907), 11,187; Sunday, 13,088 “088. 


NEBRASKA. 


HE AMERICAN FARM LIBRARY, Edgar, Nebr. 
Monthly. Circul 1: 25,000. Rate, 2c. per word. 


NEW JERSEY. 


,EWARK, N. J, FREIE ZEITUNG (Daily and 
4 Sunday) reaches bulk of city’s 100,000 Ger- 
mans One cent per word ; 8 cents per month. 


ERSEY CITY Eveninc JOURNAL leads allother 
’) Hudson County newspapers in the number 
of classified ads carried. It exceeds because ad- 
vertisers get prompt results. 


NEW YORK. 


ee EVENING JOURNAL. Vastern N. Y.’s 
< best paper for Wants and classified ads. 





AILY ARGUS. Mount Vernon. N. Y. Great- 
inW 


est Want ad County. 
UFFALO NEWS with over 95,00 circulation, 
isthe only Want Medium in "Buffalo and the 
strongest Want Medium in the State, outside of 
New York City. 


4 HIGHEST PAID SIGN 





praeeer INK, published weekly. ‘The rec- 
ognized and feaaing \\antaad medium for 
want ad meuiums, mail order arucles, advertis- 
ing fsovelties, printing. typewritten ci:cuiars, 
ru pony A eg ottice devices, adwriting, bualf- 
ractivaliy auything whicn 
tnvereats and 7 to advertisers and _busi- 
men. Classified aavertisements, 20 cents 

a "line per issue flat, six wores to a line,’ 


OnLO, 


OUNGSTOWN VinpicaToR—Leading Want’ 
‘medium, lc. per word. Largest circulation, 


OKLAHOMA. 


J ig K OKLAHOMAN Okla. City, 20,479. Publishes 
more Wants than any 7 Ukla. competitors. 


PENNSYLVANIA. 
HE Chester, Pa.. 1IMES carries from two to 
five times more ciassified ads than any 
otherpaper. Greatest circulation. 


RHODE ISLAND, 
T= EVENING BULLETIN—By far the largest cir- 
culation and the be:i Want medium in k. 1. 


Pre TRIBUNE, morning and even- 
ing, 43,900, brings results, cost the lowest. 


SOUTH CAROLINA. 
HE Columbia STaTE (Q©) carries 
more Want ads than any other 

South Carolina newspaper. 


CANADA, 
A PRESSE, Montreal. Largest daily circula- 
tion in Canada witnout exception. (Daily 
100.087. Saturdays 117,000—sworn to.) Carries more 
want ads than any newspaper in Montreal. 
HE DalILy TELVGRAPH, St. Jobn, N. B., is the 
want ad medium ot the maritime provinces. 
Largest circulation and most up tu-date paper of 
Eastein Canada, Want ads ove cent a word. 
Minium charge 25 cents. 
ae Montreel DalLy STAR carries more Want 
advertisements than_aJi other Moncreal 
dailies combined. The FamMILy HeRsLp anv 
WEEKLY STAR carries more Want advertisements 
than any other weekly paper iv Canada. 


POSTOFFICE TIRES OF TWINE. 

A substitute for twine in the 
postal service, to be used in tying 
letters and packages, is being sought 
by the postoffice department, says the 
Paper Dealer, and a number of de- 
signs for different kinds of fastening 
appartus have been submitted, some of 
them from employees in the Chicago 
postofice. A committee in charge of 
the work of figuring out the problem 
was in Chicago recently to make an 
examination of the designs submitted. 
Its members were Richard P. Covert, 
superintendent of supplies, Washing- 
ton; Samuel M. Gaines, division 
superintendent of the railway mail 
service, Washington, and Edward W. 
Baker, assistant postmaster, Baltimore. 


.—— 


WRITER. 


“Stop, Look and Listen’? confronts 
one at many railway crossings. Ac- 
cidents were traceable to the _ long- 
winded signs and one road ally. ,en- 
gaged Judge Paxton to writé:oneathat 
would meet every emergency, He -pro- 
duced the now famous top.) Look 
and Listed” and received'$6,000 for 
it or $1,500 per word, which is prob- 
ably a_ record figure.—Mertz’ Maga- 
gine. 
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marks (© 
are) 2 

THE MOBILE REGISTER ( @©).” E 
1821. Richest section in the prosperous 

~ ASHINGTON, BD. c. 
early e “iy “Washington subscribes to 

THE EVr. Mika D SUNDAY § AK. Average, 
1906, 35,577' (@®). 


FOO) foe of AEN OR. ‘ be, 

“THE. INLAND.PRINTER, Chicago. © Ay Act- 
ualaverage circulation for 1905, 1 

BAKERS’ HELPEK (© ©), Chicago. ll “Gold 
Mark” journal for ba«ers. Oldest, best known. 


TRIBUNE (© ©). “OMe oA papas $n“ Zcnieaigo : 2h 
ceiving this mark. because TRIBUNE ads bring 
satisfactory results. 


KENTUCKY. 
LOUISVILLE COURIER-JOURNAL (@©). 
- Best paperin ate best, people, wen? 


Nearl 
ne 


Q 


au dagoat 


i Ot Wigoer 


ond wit ny JO ; 
wisi +:VENING JOURN, aver. 
cease Lappe H67¢ wevlely,” sat dau are 
crea! areas nik oy dast year. 
MASSAC uu ACHUSETTS. 

WBoston.-Am:' Wool‘addvotton Reparvér’s: 
* ognize 2 organ of the cotton and woolen et 
‘tries of america (© ©). 


BOSTON EVENING TRANSCRIPT (QO). estab- 
lished 1830. The only gold mark daiiy in Bostor.. 


TEXTILE WORLD RECORD (©©), Boston. The 
medium through which to reach textile mills 
using 1,885,000 horse power 

WORCESTER L'OPINION PUBLIQUE (© ©) is 
, te leading French daily of New, England. 


aT N N EStTa 

PIONEER PRESS *1OO), St. Paul, Minn: ’ Most 
reliable puper in,the Northwest. 

‘THE WINNEAPOLIS hale tet J ©). Largest 
home circulation wad ‘most. prodactive circula- 
tion‘in Minneapolis. Carries more local advertis- 
ing, more classified advertising and more total 
advertising than avy paper. in the Northwest. 

; mio 


NEW YORK, : ; 

NEW YORK TIMES (@©). Largest gold-mark 
sales in New York. 

BUFFALO COMMERCIAL (©©). Desirable 
‘because. it always produces 8 es satinfdetory results. 

BROOKLYN EAGLE(@O)| (OO) is THE advertising 
medium of Brook 

NEW yor K ORAMATIG - wee E(@e). The 
leading theatrical paper of the world. 


THE POST EXPRESS (©). Rochester, N.Y. 
Best advertising medium tn this section. 


ARMY AND NAVY JOURNAL, (© ©). First in 
its class in circulation, influence and prestigé: 

ENGINEERING NE WS(@@).—The leading pa- 
perin the engineering world. —Herald, Syracuse 


SCIENTIFIC AMERICANSQ©) has the largest 
circulasigi atk any-vechnical paper in tue world. 
VOGUE (0) carried more advertising in 1906 
rany other magazine, weekly or mouthly. 
DRY GOODS ECONOMIST (@60), the _recog- 
nized authority of, the Dry Goods and Depart 
ment “tore tradé. 
-ELECTRICAI. REVIEW ‘© ©) covers the field. 
Read and studied by thousands. (ldest, ablest 


th ERALD (@©). Whoever men- 


sions 
the New 

cubvitieed MAG) 

ng ae every CO) 
1 the others. 

Cr Tay MAGAZINE. 


STREET RAILWAY JOURNAL (© ©). 


e ubauy fret newspapers menugns 


ZINK (© ©). There area tow 
unity who kuow more 
These people read tne 


The 
ee ost pig vase f on city and interurvan rail- 

acti verage circulation &200 weekly, 
Mogka PUBLISHING LING COMPAN x 


HARDW ARK DEAL M Ni 
neds ade 
‘hoa tien ooh Pub, gb Vkowa wag N. %. 

THE Ln 


RING RECORD (©). The 
most gressive civil engineering ory in 
the a ria Circulation aver: 14,000 per 


week. MoGRAW PUBLISHI SOUMPANY. 


FOREST AND STREAM (09) 


Laggest circulation of any sportsman’s week 
ood tt wealthy teereationists. Write 


iSnaw! york -TRIBUNH ‘®@®) ditty. and Sun- 

day Established 1841. A conservative, clean 
and up-to-date newspaper, whose readers repre 
sent intellect and purchasing power toa bigh- 
e& |} grade aavertiser 


&LECTRICAL WORLD (@@).. Established 1874. 
The grext international weekly. Cir. audited, 
verified and certified by tee a of ane 
ican Advertisers, Av cir. ans 
was 18,827.” MouRAW PUBLISHING Cull ANY. 


PENNSILY ANIA. 

THE PRESS (© ©) is” Philadelphia's Great 
Home New: per. It is on tae Roll of Honor and 
bas the (suafaptee Star and the Gold Marks—the 
sees most desirable distinctions for any news- 

Sworn circulation of The iaily Press, 
for 1906, 100,548: The Sunaay Press. 137,863. 


THE PITTSBURG 
(0) DISPATCH (0) 


The pone ‘that judicious advertisers 
aiways seiect-firat to cover the rich. pro- 
ductive. Pittaburk fieid oniy two-cent 
morning paper wsguring a: prestige most 
profitable to idvertisers argest home 
delivered circwation mi b-Srester Pittsburg. 














tee 
RHODE ISLAND. 

PROVIDENOE JOURNAL (OO): a coriservative 

enterprising newspaper witt Without a single rival 


SOUTH ft CAROKIN A. 
THE STATE (©©), Columbia, 8S. U. Highest 
quality, largest circulation in South Carolina. 
VIRGINIA, 
THE NORFOLK LANDMARK (@©) is the 
home paper of Norfolk. Va. That speaks volumes. 


WASHINGTON. 
THE POST INTELLIGENCER {9 Q). Seattle's 
most progressive paper. (ldest in State; clean, 
reliable, influential. Al! home circulation. 


WISCUNBIN. 
HE MILWAUKEE oa WISCONSIN 
(@o), the only gold mark daily in Wisconsin 


CANADA. 





electrical weekly. Reaches the buyers. 


nm igd HALIFAX HERAI.D (© 


2 and the EV&N- 
GMAIL, Circulation 15,558, flat rate. 














W. J. MURPHY, Publisher 


*\ 


ADVERTISING DEBARTM 
% 


Avo WRBEDERICK E. MURPRY 
AWwesS ah. ‘Watayger ; 


z oul ATA IW3G,\ 
es L wwwned & ea, a 
fe  Mnvweaporis, GetoBer 26, 1907, 
RW. PARMA, 5 ea 

||, Pete. Prinéeis’ Ink Publishingg Go», New York, 


}. Oa the folowing pages 14 a fab-bimi of » cirtulation stite- 
nt of Thé Minhedpolis Tribune that was reproduced in ‘the 
Ober issite of The Aavertisets’ Blue Book, as a “Model Cifcu- 
ion Statément.” 
+.) "The Tribune has blways ‘advocated a tomplete showing of all 
it pertainéd t6 tirculation, ahd for the months of May, June, 
and August, whieh are genetally the lowest. circulation 
adnths Of the year, we photographed our office record of the de- 
ails of each day’s output ‘and furnished it im this form to all ad- 
véttisers, both eal dnd foreign. 
_ During Mr. Beaver’s examination of the circulation of the 
Twin City publications he audited and proved these statements for 
Sukie, July and Atigust, and they bear his certificate of accuracy. 
Aily advertiser is welcome to subject our statements to any test 
they may wish the same as Mr. Séaver did. 
_ Phe sketch following shows how The Tiibune’s advertising 
« department further analyzes the city circulation for local adver- 
tisers who want mote details. 

That our policy is a wimner is evidenced by the fact that The 
Tribune’s advertising earnings for September of this year were 27 
per cént larger than the same month last year, the gain in local 
display being 26 pér cent, classified 89 per cent, and foreign 19 
per cent, 

Very truly yours, 


RE mearfoly 


Advertising Manager. 
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Advertisers if The 
Tribune cover four- 
fifths of the homes of 
Minneapolis. To reach 
the other one-fifth in 
the other papers costs 
fmore than The Trib- 
ine charges for its 
four-fifths, 


The advertising rates (per inch 
per thousand of circulation) of our 
competitors, taking - total circula- 
tion as a basis, is from 15 to 60% 
higher than The Tribune. Tak- 
iffg ‘City ‘circttation as a basis, it 
is from 30 to 80% higher than 
The Tribune. 


j 





Some feasons why 
The Tribune. is deliv- 
ered to and paid for 
in practically every 
home in the City of 
Minneapolis and Hen- 
nepin County. 


The Tribute owns the exclusive 
Morning Associated Press fran- 
chise. The Tribune owns the 
exclusive Sunday Associated Press 
franchise. The Tribune owns 
one-half of the Evening Associated 
Press franchise. One of our com- 
petitors owns the other half Of the 

i Associated Press fran- 
ehise. There is no other Press 
Association worth while. 
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PRINTERS’ INK, 


yews) 3° 
FOR ADVER 


5d : 
‘ rig! ite 


THE PRINTERS’ INKs #*UBLISHING 
COMPANY, #ublishers. 


2 oi ya 
OrFice: WO. 10 SprUCE’ST., 
YORK City. 
one 4779 Coekman. ant 
a 


SANDAL D 


Pe. ek ea edn 


1, GEORGED ty’ 
1v Spruce SF., Ps ork City. 


LosiomArent F. W. Ucars, 50-52 Ludgate Hii, 


1 fecued every Wednesday. Subscri, 
oe ,two doliars a year, one dollar ; 
mo. t s. Un reecipt of tive dollars fotr 2 
subsactiptions, seul in at ove time, wili "be put 
yo ye vue year e:ch and a darger 

same rate. hive cents a copy. 
fol Ps ¢ punuared. being printed nen 
typé plates, itis always possibie to sup) 
nurvers, if wanted in ots of 500 or more 
all kuen cases the char,e will be five d er 
b Vv 


unr } 





ADVERTISING RATES j 


15 lines to the inch ($3); 200 ues to che 


age (BPivg 
For specified position sciecteu by the aye wae Cent -in * ay 


tisers, if granted, douvle price slenanaed 

«nm time contracts the last copy is repeate i 
when new copy faiis tv come to haod ope woos < 
in advance of day of publication. wuormmes 

Co>tracts py the month, quarter or year, may. 
be discontinued at the pleasure of the auvertiSet.2 
and spuce used waid-for pro rata 

Two lines smallest advertisement taken dix 
words make & line. oe 

~Mer Arenal appearing as reading matter is ia- 
serted fre 

All advertisements must be handed it one 
week in advance. 


New York, Nov. 6, 





1907. 





NEVER ry a competitor know be- 
forc-..and what you intend to do. 


SS ! 


THE management: of the Thea- 
ter an. der Spree>in. Berlin has 
offered a price of 3,000. marks for 
the best! play which will have‘the 
city of Berlin.-as, the;seat:of, ac- 
tion and the “characters represen- 
tative of the : variolls’’strata~ of 
Berlin's population. The aspir- 
ants for the prize and ‘honor are 

warned to avoid the complex psy- 
cological or problem “style, *but 
they are at liberty to submit-any 
form ‘of ‘play from_ farce’ ‘to 
tragedy, and in ‘all éasés it’ mitist 
be remembered’ ore ‘the Berliner. 
despite his” faults, is“‘ta jolly good 
fellow.” The iene has’ magni- 
ficent’ “ possibilities” for ‘ “municipal: 
advertising, And’ theré is not much 
doubt that advantage will be 
taken of them. 


CAS) 


Advertisements 20 cents a line. peartméasive’ Ape er bite 


THERE is a way after all, to | 
fool the people ; to your advan- | 
hy time. 
By .more 
have 


ee f 


ed | FTA GOMOD Q 
sin ben I i 
feet lareey. 
shave ey the tn t 
Ford of thé United States thi . i 


qomve over b before,| and a larger share } 
Serco. eas Simports, tide 


than at any 
“1800... ; They formed prac-' : 
Bi ly “44. ‘pet cent of the estohs 
duying thst! months ending witht | 
téntbee1p07, whifeiey h 
f se reachtyo. 
Jscal yea y- 

‘the! records of our e: port trdde. 
a acer formed in the fiscal | 

.d478 per gent gf. the ; 
pd dinestie” prodicts ; in 
efbon 21.18 per cént; in, 1900, 35.3 
per cent; in the fiscat year 1907, 
390.904.: per cent, .and in the g : 
months ending~ with September, 
43-83 per..cent of the total exports 
of domestic products... 

Practically all of the principal 
articles...forming the general 
group—manutactures—show  « ‘an 
increase .in the-.g,-months ~ ending 
with September, 1907; when com- 
pared ’ with!! “the corresponding 
months, :of the’ preceding year; 
copper. being-,68 millions, ,against 
65 millidns in’ the corresponding 
period; -of~ 1906; “mineral “oils, «67 ; 
millions, against’ 64 , millions in 
the cortesponding months of the 
preceding year; wood manufac 
tures, 67 millions, against"59 mil- 
lions in the same months ‘of last 
year; agricultural _ implements, 
22% ‘millions, “against 2014 ‘mil- 
lions‘in the corresponding months 
of the ‘preceding year; ard ‘naval 
stores, 17 millions, against 15 mil- 
lions in ‘the corresponding months 
of 1906; though leather’ and 
manufactures’ thereof show ,a.de- 
cline of a little less than f million 
dollars. and cotton. manufactures 
a decline of nearly 14 millions. 
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CONDE HAMLIN, for the last seven 
years general manager of the St. Paul 
Pioneer Press, was last week appointed 
business manager of the New York 
Tribune. 


THE Western Sentinel, Wins- 
ton-Salem, N. C., which has been 
issued weekly since 1856, is now 
published semi-weekly. The Sen- 
tinel is the first semi-weekly to 
be launched in Forsyth county. 


Cleveland, 
De- 
2d 


THE Ohio Farmer, 
and the Michigan Farmer, 
troit, beginning November 


will issue a special magazine sec- 
tion, devoted to women and chil- 
containing twelve or more 


dren, 
pages. 
THE Logansport, Indiana, 
Journal has been purchased by 
the Journal Corporation from 
Keesling & Metzger Brothers. 
A. R. Keesling, managing editor 
for the past six years, assumes 
control of both editorial and 
business management. 


Tue House Furnishing Review, 
of New York, which has _ been 
published by 1. B. Scott since its 
first issue, ‘fifteen years ago, has 
been purchased by Robert C. Gil- 
more and A. Eugene Bolles. The 
new company will be known as 
the Trade Magazine Association. 


I The Memphis, 
” Tenn., Commer- 
Memphis. ¢jai Appeal has 
issued a table of comparative ad- 
vertising in the city papers during 
September, which shows notable 
leads for the Commercial Appeal 
in local, foreign and classified 
business. During this period in 
local advertising it exceeded its 
afternoon rival by over 100 per 
cent; in the foreign field the ex- 
cess was over eighty-five per 
cent, and in the classified over 
I50 per cent. The average num- 
bers of copies sold by the Com- 
mercial Appeal in September was 
42.912 daily and 61,103 Sunday. 
In its field this paper merits care- 
ful attention from the advertiser. 
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FREDERICK M. KRUGLER, 150 
Nassau street, represents Dress- 
making At Home in the eastern 
field. 


THE Humane Journal of Chi- 
cago has passed into the hands of 
Fremont Arford, who is. also 
publisher of the Western Trade 
Journal. 


W. C. TrueMAN has left the 
position of advertising manager 
of Grit, Williamsport, Pa., and 
has joined the forces of the Pow- 
ers & Armstrong Advertising 
Agency, Philadelphia, 


THE American Journal of 
Clinical Medicine; published in 
Chicago, is notable among med- 
ical periodicals for the number of 
general advertising accounts car- 
ried. The October issue contains 
advertisements of the following 
general accounts: Welch Grape 
Juice Co., Egg-O-See Cereal Co., 
Benger’s Food Co., Armour & 
Co., American Wine Co., Wells 
& Richardson Co., German- 
American Paint Co., Standard 
Oil Co., Maher & Grosh Co., 
Pacific Coast Condensing Milk 
Co., W. H. Kiblinger Automo- 
biles, Allenbury’s Foods. 


Newark and Me =x-Gov. : 
in Murphy, of 

Jersey City. New Jersey, as 
chairman of the Republican State 
Committee, is using a column of 
space daily in the Newark Even- 
ing News for the purpose of being 
helpful to his party. In his 
opening announcement M-. 
Murphy said: 

“T want to say something to 
voters of New Jersey each day that 
remains in the campaign, and I have 
taken a column in the Evening News 
as the paper of the largest circulation 
in the State in which to say it.” 

According to the Roll of Honor 
of Printers’ INK the News 
printed a daily average of 63,022 
copies during 1906. In the second 
city of the State, Jersey City, the 
Eve ning Journal averaged 23,005 
copies daily during the same 
period. head and shoulders above 
anything else in the city. 


Frank- 


the 
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THE series of advertisements 
which the Janesville, Wisconsin, 
Gasette is running in the Roll of 
Honor at present deserves com- 
mendation. If a small daily, pub- 
lished in a small city, can fill one 
inch space with such acceptable 
copy, and change this copy every 
week, what a stir in advertising 
circles might be created by cer- 
tain non-advertising papers, were 
they to change their policy. The 
Janesville series may be read 
profitably by any general adver- 
tiser in the Wisconsin field, 


Complete In the center of 
this weeks issue 
As to Detail. of Printers’ INK 
appears a month's statement otf 
the circulation of the Minneapolis 
Tribune. It is extremely ikely 
that a more complete ciassitica- 
tion of distribution has never 
been issued by any newspaper; in 
fact, one cannot well imagine 
what a pubiisher could do to 
make a more detailed classifica- 
tion. ‘the Tribune believes that 
something more than a statement 
of the number of copies printed 
is essential to determine a paper’s 
value to an advertiser. 

The first column in the. state- 
ment shows the daily press count, 
from which are deducted the 
spoiled copies, those for office 
use, files, etc., to get the net out- 
put. Then follows the Minne- 
apolis sales, sub-divided into 
office carriers’ and branch car- 
riers’ delivery to -homes, sales by 
newsstands and boys, and overt 
the counter. Out of town sales 
are divided into subscribers by 
mail and sales through dealers 
and agents. The unpaid circula- 
tion is classified under city, coun- 
try, and advertiser's and ex- 
changes, 


The Tribune has long been a, 


believer in detailed circulation 
reports. It was the first paper in 
the land to secure the Star Guar- 
antec of Rowell's American 
Newspaper Directory. At pres- 


ent it asserts that its net circula- 
tion. is greater than that of the 
other ‘Minneapolis 
bined, : 


papers com- 
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A prominent business house re- 
cently wrote a rather interesung 
letter to an advertiser whose 
matter we have prepared and is- 
sued for several years. It was a 
highly complimentary letter and 
the concluding paragraph was as 
follows: 

“We wish you would send us 
copies of the advertising matter 
you have sent us since you began 
pounding us. We want to pre- 
serve them. We are now send- 
ing you all our business.” 

Pounding a man in a manner 
which is an irritation to the 
spirit and a weariness to the 
flesh does not do any good, and 
too many so-called follow-up 
systems are, unfortunately, of 
that character. 

Pounding a man in a way that 
he likes—interesting him contin- 
uously to the extent indicated by 
the letter quoted above—is an al- 
together different matter. It tells 
the story of the advertiser in a 
way that is both interesting and 
convincing, and tells it with so 
much variety that every instal- 
ment is welcomed and preserved. 

Matter of this kind sent regu- 
larly to a list of prospective cus- 
tomers brings business in a large 
and profitable volume, as many of 
our clients can testify. 

There are many people who 
ought to be reminded frequently 
and regularly of the reasons why 
they should do business with you? 

Tell us how many names there 
would be on such a list, what the 
nature of your product is and 
what your aims and advantages 
are, and we have no doubt that 
we can make some highly inter- 
esting suggestions to you. 


Address me personally. 
GEORGE ETHRIDGE, 
THE ETHRIDGE COMPANY, 
No. 41 Union Square, 
New York City. 
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THE patent 
of B. H. Bacon Company 
Rochester, manufacturers 


medicine business 
of 
of 


Otto's Cure and Celery King, has 
been purchased by S. C. Wells & 
Company of Le Roy, N. Y. 


Conedion In the Toronto 
Globe of Octo- 
Enterprise. yer 14th there 
appears a full page advertise- 
ment of the Manitoba Free Press, 
Winnipeg. This is the third of 
a series of full page advertise- 
ments which the Free Press is 
inserting in eastern Canadian 
publications for the purpose of 
reaching manufacturers. The ad- 
vertisement carries the  signifi- 
cant heading “Western Canada is 
Prosperous.” and is devoted al- 
most entirely toananalysis of con- 
ditions prevailing in the paper's 
territory. Figures are given to 
show that the high price which 
prevails for wheat and _ other 
cereals this year will practically 
offset the damage which has been 
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done through frost and other ad- 
verse climatic conditions. Figures 
regarding immigration show that 
the influx of settlers to western 
Canada is steadily increasing. In- 
teresting figures are given estab- 
lishing that there will be abun- 
dance of work for the laboring 
man during the coming months. 

The fact that western Canada 
is, able, in the face of the unfay- 
orable weather which prevailed 
during the spring and summer— 
in common with other northern 
countries—to reap such a_ sub- 
stantial harvest is pointed out 
as proof of the ‘wonderful fertil- 
ity of western Canadian soil, and 
is taken as evidence that a seri- 
ous crop failure in western Can- 
ada under anything like normal 
conditions is absolutely im- 
possible, 

Practically nothing is said re- 
garding the paper itself. The 
publishers evidently consider that 
they will reap their due share of 
the business which will come to 
the Canadian West. 
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The New York Staa‘s-Z +42? mov2i this week, as shown on the accompanying 
diagram, from Park Row and Centre S:reet to Spruce and William Streets. The diagram also 
indicates that PrinTERS’ Ink is published in the thick of things. Its office, ro Spruce Street, 
is located directly across from the ess Building. 
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The Printer and 
Publisher, a trade 

Newspapers. journal for Can- 
adian printers and newspaper 
men, has an editorial in the cur- 
rent issue on the value of class- 
ified or “condensed” advertising, 
as it is termed over the border. 
The following is reprinted from 
this editorial, not because the as- 
sertions made therein are novel 
in any respect, but because they 
emphasize what PRINTERS’ INK 
has so often said regarding the 
extreme importance of classified 
advertising to the publisher: 

A glance at the pages of condensed 
advertising appearing daily in such 
media as the Montreal Star, the To- 
ronto Telegram or the Manitoba Free 
Press, fills the hearts of other pub- 
lishers with envy; and why? Just be- 
cause the publishers of these papers 
have a veritable gold-mine in these 
pages. Their papers are always looked 
to for this kind of advertising. and 
their circulation is assured on _ the 
strength of them. 

The condensed advertisement is open 
to everybody and is useful for ail pur- 
poses. It is an economic method of 
attaining almost any end. In many 
cases it is quite as effective as a page 
advertisement. 

Every publisher has a chance 
make his paper the recognized con- 
densed ad medium in his locality. If 
condensed advertising is an unknown 
or little used factor he should proceed 
to educate the public up to its use. 
No one will think of using a con- 
densed ad unless he knows the how 
and why of it, and education is needed 
to inform him of that. 

While every publisher may 
have the chance to make his 
paper the recognized want-ad 
medium of his community, the 
road that he must travel is bound 
to be rough and tortuous. No 
form of advertising is so difficult 
to secure especially in a locality 
which already has one paper al- 
ready popular as the want-ad 
medium, In New York the paper 
which boasts the “largest circula- 
tion in the world” has vainly en- 
deavored to get control of the 
classified business now vested in 
the World and Herald, neither of 
which papers makes claim to lead 
everything on earth in the num- 
ber of copies printed. In Boston 
the Transcript enjoys a_patron- 
age under certain classifications 
which in all probability can never 
be taken away. 

But the classified business 


Want-Ad 


to 


is 
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worth striving for, and there 
seems to be a peculiar fascination 
attached to the strife, for many 
papers are constantly endeavor- 
ing to replace their competitors 
as the recognized want-ad medi- 
ums. It is a worthy effort, and 
should be entered upon with 
whole-hearted zeal and the deter- 
mination to continue the fight for 
a long time. Classified business 
grows slowly, but it is worth 


every bit of endeavor that may be 
expended. 


INFORMING CANADA 
COLORADO. 
WINNIPEG, Oct. 
Editor of Printers’ INK: 
As I find no advertisements of Den- 
ver papers in your valued publication, 
I am writing to ask you the address 
of the leading daily paper in Denver, 
Colorado. 
Awaiting your early 
main, Yours truly, 
C. VERMILYEA. 


ABOUT 


21, 


1907. 


reply, I re- 


The following advertisement appears 
weekly in the Printers’ INK Roll of 
Honor:’ 


COLORADO. 
Denver Po-t Circulation—Daily 59,674, 


Sunday 84,411. 

The fixures Teil RFSULTS. 

2 The absolute correctness of the latest 
circulation rating accorded 

UAB gy 

Rowell’s American News- 
paper Directory, who will 

pay one hundred dollars to 


the Denver Post is guaran- 

teed by the publishers of 
the first person wno successfully cone 
troverts its accuracy. 


Cover. is 
new Goss 


The- Woman’s Magazine 
now printed in colors on a 
color press. 
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WHO'S WHO AND WHERE- 
FORE. 

FREDERICK ROY - MARTIN, 

DENCE “yourmaL.” 


PROVI- 


In Rhode Island they have a 
very dense population which in 
camera covers almost all classes 
of people. In Providence they 
have the industrial and commer- 
cial class, in Newport the wealthy, 
in Pawtucket the working people; 
and the newspaper that appeals 
to the whole body has to be 
Catholic, as the creed of St. 
Athenasius. To be its successful 
editor and publisher requires a 
breadth of mind vastly greater 
than the geographical limits of 
the State would suggest. As a 
matter of fact, the editor and 
publisher of a paper in a metro- 
politan district has much less to 
contend with in_ securing his 
clientele and holding it, because 
he can appeal to a class with the 
certainty that he will have a 
hearing and supporters. Rhode 
Island is the generic source of 


the Baptist faith in America, but 


out- 
Brown 


Roman’ Catholics far 
the Baptists. 
University is ostensibly a Bap- 
tist institution, but in fact its 
roster of students and professors 
of that faith are altogether in 
the minority. If these facts, 
which are general, illustrate the 
conditions under which the Prov- 
idence Journal and the Prov- 
idence Bulletin have been de- 
veloped into great, strong, virile 
newspapers, they also suggest the 
difficulties they have had to en- 
counter, and the tact and ability 
with which they have been con- 
ducted. 

There are perhaps half a dozen 
newspapers in the country which 
occupy the enviable position of 
being fuglemen for the whole 
body of editorial thought in 
journalism. They are notably 
the Boston Transcript, the 
Springfield Republican, the Chi- 
cago Tribune, the Washington 
Post, the New York Sun. the 
Indianapolis News and the Prov- 
idence Journal, There are others, 
of course, whose dictums are ac- 


the 
number 
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cepted in their class of publica- 
tion, and some of these named 
are distinctively accepted for 
cleverness, freakishness, intense 
partisanship or some other cause. 
But it is safe to say that hun- 
dreds of editors sit tight until 
they have read what their fav- 
orite organ has to say before 
they express themselves at all. 

Most of these papers are pro- 
fessedly independent, although 
the greater number of them are 
nominally Republican in politics. 
But independence in journalism 
has ceased to have only a politi- 
cal color, and to define an_ inde- 
pendent newspaper would stir the 
minds as weil as the bones of 
lexicographers living and dead. 
But after the Springfield Repub- 
lican, which is nearly sui generis, 
may be named the Providence 
Journal, as giving daily evidence 
of independence. This has not 
always been its eminent goal, 
but under the editorship and pub- 
lication management of Frederick 
Roy Martin that is definitely 
what it is to-day. Editorially it 
was always strong, now free and 
untrammeled, although nominally 
Republican. It was established in 
1829 and its successors in editors 
have been Senator Henry B. 
Anthony, George W. Daniels, 
James B. Angell, Alfred M. 
Williams and Richard S. How- 
land, some of whom combined 
the office of editor and publisher, 
and finally Mr. Martin, a man 
only thirty-five years of age, who 
for ten years has exercised both 
functions and brought the paper 
up to a degree of prosperity it 
had never known before, 

This is the -period when the 
young man thrives, but only when 
he has the faculty of being able 
to do so. 

Mr. Martin came near to being 
a journalist from his cradle up. 
Leaving out some tentative en- 
deavors until he entered Har- 
vard in the class of 1893, he 
found there W. O. Taylor, now 
of the Boston Globe, Oswald D. 
Villard, now of the New York 
evening Post and Edgar OD. 
Shaw of the Washington Times, 
all of his same date. Mr. Tay- 














lor in due time took an active 
part in the control of the Globe, 
Mr. Villard to the managing 
ownership of the Post and Mr. 
Shaw has made his distinctive 
mark in journalism. While 
at Harvard, Martin. conduct- 
ed a department of the Cam- 
bridge Chronicle, over the pen 
name of ‘John Harvard,” that 
was so widely appreciated that it 
fastened his eyes on journalism, 
which he protessionally entered 
as a reporter on the Boston 
Journal, where he passed rapidly 
through various departments to 
tne post of assistant editor. 
\\hen the Spanish War broke 
out he took service in the field 
as a correspondent, and with such 
success that when he returned to 
Boston, at the close of the war, 
he was offered several flattering 
positions, and accepted one trom 
the Providence Journal’ as asso- 
ciate editor. He went there in 
1898, and since that time, with a 
brief interval of travet, has given 
his attention to the building up 
of that property. 

The obvious results of his 
work there is the completion of a 
new building from which the 
Journal family of papers issue. 
They are indeed a family. The 
Bulletin, which is the evening 
publication of the Journal, boasts 
that it is the largest paper inthe 
United States. It is never small- 
er than eighteen pages, frequent- 
ly thirty-six, and the year ‘round 
averages twenty-six pages. When 
we take up the New York Even- 
ing World or Journal on Satur- 
day night we often wonder what 
has become of the glory of Wed- 
nesday or the splendor of Thurs- 
day afternoon; or when we pay 
five cents forthe Saturday issue 
of the Evening Mail or the Even- 
ing Post, we have to seek~ in 
that increased price a reason for 
their hebdomedarian 
ment. However, the Bulletin 
knows none of the influences so 
peculiar to the metropolitan 
press. Editorially it is. not so 
strong as the Journal, but con- 
fines its high-brow form of 
thought to the city and State. It 
was established in civil war times 
and prints four. editions daily, 
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The morning paper sends two to 
press including Sunday, and there 
are two semi-weekly. editions, 
making :n fact eight newspapers. 
Although the semi-weeklies. are 
only re-issues of selected matter 
from the daily, nevertheless they 
have to be edited and “made up” 
and that is all that lots of papers 
who call themselves entirely 
original ever do. 

The Journal has long occupied 





develop-: 














FREDERICK ROY MARTIN. 


a unique place in the affections 
of Rhode Islanders. It is gen- 
erally spoken of as the Rhode 
Island Bible. If it indeed has 
that schismatic relation, to the 
old belief, and if a newspaper can 
occupy it at all, it is very decently 
placed just here. Until the poor 
old Telegram fell into the able 
hands which now guide it, and 
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changed its name to the Tribune, 
the Journal and the Bulletin had 
no worthy opposition. Perhaps 
it is well for. all concerned that 
the Tribune is a distinct success, 
and furnishes competition that is 
not to be despised. 

Mr. Martin in speaking of his 
Journal family holds in view the 
high ideals which he has always 
entertained with reference to the 
aims of newspaper work, but he 
applies them to his own share of 
effort in that field. Briefly he 
says: “Our aim is to live up to 
the records of the paper and to 
better them if we can. We hope 
to steer clear of entangling alli- 
ances with*corporations and self- 
seeking individuals and to have 
our paper a commanding influ- 
ence in the State, making for the 
cultivation of civic pride and 
good government. 

“This covers a multitude of 
responsibilities and keeps us busy 
with our many editions. Ac- 
curacy and fairness are what we 
strive for. Errors we are sure 


to make, but nobody has ever yet 


accused us of intentional misrep- 
resentation or malice.” 

Mr. Martin was born at Strat- 
ford, New Hampshire, in 1871, in 
a home on the banks of the Con- 
necticut River, where his father 
too was born. He fitted for Har- 
vard in the public schools of 
Lowell, Massachusetts. From the 
time he entered college he pre- 
pared for a newspaper career. 
That he has been, through his 
newspapers and his personality, a 
conspicuous figure in Rhode 
Island affairs. needs no_ proof. 
Although the Journal is classed 
as an independent Republican pa- 
per in national politics, under 
Mr. Martin’s management it has 
led in the demolition of a cor- 
rupt Republican machine in_ the 
State. In all the activities of the 
city he has been a commanding 
force. He was chairman of the 
committee of citizens who guar- 
anteed for Providence the annual 
series of concerts by the Boston 
Symphony Orchestra; he_ has 
served as trustee of the Public 
Library, as director of the Board 
of Trade, and his name has been 
foremost in all movements tend- 
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ing to make Providence a better 
city to live in, 

the relations. between Mr. 
Martin and his many employees 
is almost ideal. Labor troubles 
have been unknown. A tew 
weeks ago the _employees pre- 
sented to him an engraved set oi 
resolutions, which is signed by 
every employee ot the paper, ex- 
pressing their appreciation of his 
courtesy and consideration, and 
it now adorns his sanctum. | ‘Lhe 
resolutions refer to “the spirit of 
loyalty pervading the entire es- 
tablishment,” and declare that 
“more harmonious relations be- 
tween employer and employed 
would be difficult of conception— 
these relations being demonstrat- 
ed daily in ways as diversified as 
the departments of a newspaper.” 

Under ordinary. circumstances 
a man up a tree would look upon 
such a testimonial as mere 
sycophancy—the tribute of a 
hired man to his employer. But 
this is the peculiar relation of the 
employees of the Journal family 
that many of them were employed 
there before Mr. Martin was 
born. The maximum period of 
service is fifty-two years. 

There are very peculiar rela- 
tions in politics in the State of 
Rhode Island, The master of the 
United States Senate, Nelson R. 
Aldrich, comes from that State, 
and is the son-in-law of John D. 
Rockefeller. He has never been 
accused of doing his father-in- 
law’s business in the’ Senate, but 
he is the Boss-of that body, just 
as Brayton was of Rhode Island 
—perhaps is yet. 

We can understand and sym- 
pathize with the editor and pub- 
lisher who runs an independent 
press in Rhode Island. He should 
be a young man and a strong 
man, because the reserves of 
youth and energy will be drawn 
upon long before he gets through 
his task, oe eS 


CROOKEDNESS ‘and _ misrepresentation 
on the part of a salesman is treason 
against the fabric of confidence upon 
which all business rests. The distrust 
caused by such. dishonesty is one of 
the heaviest burdens of expense under 
which the world of marketing labors. 
-—Selling Magazine, 
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BUSINESS GOING OUT. 

Richard <A. Foley, Philadelphia, is 
asking rates from newspapers. 

Cooper & Jackson, New York, are 
placing the book advertising of John 
Wanamaker. 

The Fuller Agency, Chicago, is ad- 
vertising the Chicago & New York 
Electric Air Line in newspapers. 

Copy 
sent to 
mann Agency, New 

Rudolph’ Guenther, New York, is 
using mail-order papers to advertise the 
Novelty Selling ° Company, Bridgeport. 

Rudolph Guenther, New York, is 
using‘ space in weeklies and farm_jour- 
nals for Dr. E.-£. Gardiner, medicine. 

The J. Carl Pehl New 
York, is asking for rates news- 
papers. 

Lord & Thomas, Chicago, are plac- 
ing some Dr, Schiffman (St. Paul) ad- 
vertising, 

Lord & Thomas, Chicago, are using 
space in newspapers for the Goodyear 
Tire & Rubber Company, Akron. 

Louis Lewis, New York, is placing 
an appropriation with newspapers for 
Huyler’s candigs. 

Ferd T. Hopkins & Company, New 
York, toilet. articles, are placing ad- 


being 


Vapo-Cresolene is 
Volk- 


the 


for 
western papers by 
York. 


Company, 
from 


vertising with, newspapers direct. 
Copy for Buchan’s soap is going to 


newspapers from the C. Ironmonger 


Agency, New: York. 

The Gundlach Agency, Chicago, is 
placing copy for the Parker Chemical 
Company, New York, with newspapers. 

Advertising for the N. K. Fairbanks 
Company is being placed by the Mahin 
Agency, Chicago, with newspapers. 

“Jones of Binghamton” is being ad- 
vertised in agricultural papers by_ the 
Wyckoff Advertising Company, Inc., 
Buffalo. 

Advertising for Cassier’s Magazine, 
New York, 4 inches, 1 time, double 
column, is being placed in daily papers 
direct. 

Frank Kiernan, New York, is_plac- 
ing advertising for Charles T. Jones, 
women’s specialties, in women’s pub- 
lications, 

E. T. Howard & Company, New 
York, are placing copy for the Aiken- 
Lambert Company’s fountain pen with 
newspapers. 

The G. H. Haulenbeek Agency, New 
York, is making contracts. with Con- 
necticut and Massachusetts papers for 
the Keeley Cure. 


.Some bond advertising for Frank L. 
Scheffey, New York, is being placed 
with financial papers by Rudolph 
Guenther. 

The Modern Baths, New York 
(Turkish, Electric and Russian baths), 
“aré* being advertised in New York City 
evening. dailies, by, Frank Kiernan. 
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Telegraphic readers for the Under- 
wood Typewriter, 24 lines, is going to 
newspapers through Allan [orman, 
New York. 


Some bond advertising, for Wills & 
Company, New York, * one-quarter 
pages, is being placed with magazines 
by Rudolph Guenther. 

N. W. 
will place 
vertising 
November. 


Philadelphia, 
Plaster ad- 
early in 


& Son, 
Alcock’s 
newspapers 


Ayer 
some 
with 


E. E. Vreeland, New York, is using 
space in sporting magazines for the 
Pennsylvania Tanning Company, of 


Great Bend. 


Lord & Thomas, Chicago, are using 
2,000 lines, in 5 insertions, for the 
Anheuser-Busch Brewing Association, 
Milwaukee, in newspapers. 

N. W. Ayer & Son, Philadelphia, 
are sending out fall copy to newspa- 
pers for the National Starch Company, 
New York. 

The Blue Review Publishing Com- 
nany, New York, is sending out 42 
line ads to newspapers, cash with 
order. 


The Fiat automobile is being adver- 
tised in ‘newspapers in twelve large 
cities by A. W. Erickson & Company, 
New York, 200 lines, 1 time. 

Renewals for the Theodore Noll 
Company, Chicago, patent medicine, is 
being placed by the S. S. David Agen- 
cy, of that city, with newspapers. 

The American Magazine, New York, 
is using about 1,200 lines in newspa- 
pers through N. W. Ayer & = Son, 
Philadelphia. 

The Horn-Baker Advertising Com- 
pany is placing 4o-line copy in mail- 
order papers for the Simplex School of 
Music, Kansas City, Mo. 


The J. Walter Thompson Agency, 
New York, is sending out copy for 
the advertising of the Frank C. Clark 
Tours to newspapers already on their 
list. 

The Emergency Dispensary, New 
York, is making contracts for 1,000 
lines, pure reading, through the Simp- 
son Agency, of that city to advertise 
“Paslem.” 


The Greenwood Company, of Rox- 
bury, Mass., is placing 31-line medical 
copy in mail-order papers through the 
Horn-Baker Advertising Company, 
\Kansas City, Mo. 

The Horn-Baker Advertising Com- 
pany, Kansas City, Mo., is placing 
5.000-line contracts for Glasner & 
Barzen Diplomat Whiskey in a number 
of western dailies. 


Orders for the Guyot Suspender ad- 
vertising (Ostheimer Brothers, Phila- 
delphia) will hereafter be issued by 
Sherman & Bryan, New York. The 
1907-08 appropriation will be slightly 
increased over that of the previous 
year. Magazines and newspapers will 
be used. 
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Green Mountain Distilling Co., Kan- 
sas City, Mo., is placing 210- -line copy 
in the large metropolitan weeklies 
through the Horn-Baker Advertising 
Company of Kansas City, Mo. 


The Morse International Agency, 
New York, is sending out renewals 
and extra cepy (240 inches) to news- 
papers for B. F. Allen & Company 
(Beecham’s Pills). 

The William.C. Johnson Advertising 
Agency, Elkhart, Indiana, is making 
1,000 inch contracts with newspapers 
generally for the Dr. Miles Medica} ’ 
Company, of that city. 


The George H. Mead. Agency, Chi- 
cago, is placing some advertising fer 
Farnswerth, Bills & Company, of that 
city, real ‘estate. 36 and 57 lines, class- 
ified, im’ newspapers. 


The Fuller Agency, Chicago, is nog: 
ing 7,500 line. contracts, to be used 
within a year, with newspapers, for 
Mrs. Potter’s Hygienic Depot, Chicago, 
toilet articles. 

I. Robert \Blackburn, Dayton, is 
placing 10,000‘ line orders, to be used 
within a year, for the Prescription 
Products Company, Marion, Ohio, 
with newspapers. 

Some large display copy is going to 
newspapers for hahn, Wertheimer & 
Smith, New York, clothing, wherever 
they have agents, business being placed 
by the Sternberg Agency, New York. 


The Texas Newspaper Advertising 
Agency, New York, is using one-eighth 
and one-quarter page space in the col- 
ored comic sections of newspapers gen- 
erally for the National Manufacturing 
Company, of that city. 


The Christmas and hcliday advertis- 
ing campaign of Casperteld & Cleve- 
land, New York, jewelers, is now be- 
ing made up by Frank Kiernan, of 
that city. Newspapers in New York, 
Brooklyn and nearby suburban towns 
will be used. 


The Aur-Mino Company, New York, 
advertising a cure for drunkards, is 
offering preferred stock in the com- 
pany for advertising space in  news- 
papers, 1% inches daily for a year. and 
where this arrangement cannot be 
made will pay space rates, ad to run 
3 times a week, 


Frank Kiernan, New York, is using 
space in New York City papers for the 
McCormick Real Estate Company, and 
the Phenix National Bank, both of 
New York. He is also placing finan- 
cial copy for W. P. Wilkinson & Com- 
pany and A. R. Specht & Company, 
New York, with newspapers in New 
York and other large cities through- 
cut the country. 


Rudolph Guenther, New York, is 
placing copy. for Simonson & Com- 
pany, Brooklyn, with mail-order pa- 
pers; for the Auto Merchandising 
Company, Brooklyn, in newspapers; 
for Evenden & Company. Buffalo. 
liquor dealers, in large weeklies and 
agricultural papers and for the Ticker 
Publishing Company, New York, with 
Sunday papers. 


The Merrill Advertising’ Agency, 
New York, is placing the advertisin; 
of the Pennsylvania Auto Motor Co. 

The Arnold & Dyer. Agency, Phila- 
delphia, has secured the account of the 
Howard Watch Company, New York 
and will use considerable space during 
the coming year, 

The Haviland Company of Limoges, 
France, has decided upon quite an ex 
tensive campaign in high-class women’s 
publications and leading magazines, 
beginning with the December numbers. 
, The account is being handled by the 
Frank Presbrey. Cex of New York. 


Walter W. Griffith, with the Homer 
W. Hedge Company, New York, has 
closed a- comtract .with the Century 
Cabinet: Company. for. a. considerable 
appropriation for . advertising. in week- 
lies and magazines... He is adding 
mediums for a number of his other 
accounts, 


Txts._ illustration: ix printed .u 
envelope’. sént _ out the 
Development and fF; jal’ Bureau, 
containing a leaflet. af zea’ tabloid 
facts about the Canadiem, city..and its 
resources. The idea-ris. aftractive,..and 
if the Bureau can. seeure; free. pub- 


m an 
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licity in this manner it oa do so. 
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THE DILATORY ADVER- 
TISER 


I remember sitting once with 
John B, Gough, upon a_ lecture 
platiorm, when he said that there 
are many people who have three 
hands—a lett hand, and a right 
hand and, besides these, they are 
always a little behind-hand. 

‘lhe trait, thus indicated, is 
really a most unfortunate pos- 
session. It will undo the best 
business that was ever organized. 
For the people who buy tuings, 
or patronize enterprises, want 
their goods, or their benefits as 
early as they can be supplied. 

“It is the early bird that 
catches the worm,” but it is no 
answer to the proverb to say that 
you “don’t care for worms and 
that it serves the worm right to 
be caught, when he persists in 
getting up so early.” \ou like 
something that is the worm’s 
equivalent (quail on toast, per- 
haps); and the only sure way to 
get it, along with all other covet- 
ed things, is by keeping abreast 
with, or ahead of the business 
procession. 

It is a quite frequent experi- 
ence, though, to see (and partic- 
ularly as the year's seasons 
change) a large space in the 
country press still holding adver- 
tisements that are from three to 
six months old. They are writ- 
ten all right for the time in 
which they first appeared; but 
they have become all wrong for 
the season that has now come. 

It sounds even grotesque—as 
well as being impertinent—to 
tread when the leaves have fallen, 
a call to buy summer _ wares. 
While the “frost is on the 
pumpkin” people don't buy fans, 
any more than they buy furs on 
the Fourth of July. 

The harm which comes from 
announcements of this sort, is 
not merely of the negative kind 
from which benefit does not ac- 
crue. It is of a positive sort, in- 
ficting a real detriment. The in- 
ference which is _ invariably 
drawn, and which is even forced 
upon the reader of belated pub- 
licity,.is that the firm permitting 
it is dilatory in other matters as 
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well—that at any rate it is not 
hustling and up to date. And this is 
not by any means the production 
of an insignificant injury. For, 
it is a fact that all Americans, at 
least, want the freshest and best 
things, and want them promptly. 

‘lhey won't, in other words, 
patronize a store or business 
which has yesterday's and day 
before yesterday’s staleness as its 
dominating characteristic. Pur- 
chasers of all sorts, indeed, like 
enterprise and push, and when 
they see these things they run in 
their direction. It is, therefore, 
a good deal better to keep anold 
advertisement out, and pay for 
keeping it out, than have it drag 
its unwelcome life along in 
ancientness, 

It is a very striking fact that 
the business which best helps it- 
self gets the best help from 
others. For it excites attention 
and respect, and the crowd goes 
in its direction. 

It was said years ago that 
those who came to New York to 
see the sights, and to hear good 
things, always received this an- 
swer when they asked the way to 
Henry Ward Beecher’s church: 
“Cross the ferry to Brooklyn, and 
then follow the crowd.” The 
crowd went the way it did, be- 
cause there was something new 
offered, or that which was not 
new was so illuminated as_ to 
make Plymouth Church a Mecca 
—a place in which to discuss 
things and be edified. The dead 
and dilatory note was not struck, 
but the spirit of the age was 
caught up with, and even antici- 
pated there. And this trait is as 
valuable in mercantile methods 
as it is. anywhere. 

_ JOEL BENTON. 


Ir the Wanton Publishing Com- 
pany can print booklets for others « 
satisfactorily as they have just p Pid 
for themselves Toronto merchants and 
manufacturers are to be congratulated. 
“The Time Has Come” is a_ booklet. 
envelope size, printed in two colors, 
with a different tail-piece on each page, 
especially designed to get business for 
the job department. | 


FAIRBANKS, iosen. & Co. have filled 
a_vest-pocket booklet with _a_lover’s 
tale, entitled “Henry Hart, of Hart- 
ridge,” to show up the possibilities and 
advantages of modern farm appliances, 
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The Quality called Confidence 


which Readers have in 


McCLURE’S 


extends to its Advertisers 


Just what we mean by “The Marketplace of the 
World” and the privilege of advertising in it is best 
illustrated by a letter received from a subscriber. 

When we raised our subscription price from $1.00 
to $1.50 we gave the privilege of subscribing at a 
dollar for a few months, feeling that the subscribers to 
McClure’s were entitled to a certain warning. Im- 
mediately following this announcement came a letter 
from E. W. Doty, Secretary of the Depositors Savirgs 
& Trust Company, Cleveland, Ohio, enclosing a check 
for $10.00 to renew his subscription for ten years. 


He said: 


“ T have read the McClure’s Magazine since it was first 
published, and for many years I have considered it the best 
magazine at any price. I should say, however, that the 
September number, in my judgment, is the best single 
magazine I ever read.” 


We wrote to him asking permission to use his letter 
and got this reply: 


“Tam sure I give you very gladly my permission to use 
the letter in any way you care to. Somebody told me the 
other day that I took a long chance in subscribing for a 
magazine for ten years, in that it might not keep up the 
standard that it was now holding. I replied that I had 
been taking a chance on McClure’s for the last ten or fifteen 
years, and instead of there being a lowering of the 
standard, it had gradually gone up, and I thought the 
chances were that McClure’s would at least stay where it 
now is during the life of my subscription. It would seem 
to me that this chance was almost as sure as life itsurance 
figures.” 
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If this were an isolated letter, it perhaps might not 
be so important, but it is only one of thousands of such 
letters renewing subscriptions for one, two, three, four, 
five and ten years. One man sent $30 for six sub- 
scriptions for five years. 

This shows the confidence in McClure’s Magazine 
which is felt by its subscribers. Is it any wonder that 
we protect this confidence by barring our columns to 
advertising which we cannot endorse, and extending 
the Key to the Marketplace of the World only to 
those who we feel are entitled to use and not abuse 
this confidence? That is what makes the pages of 
McClure’s so valuable to the advertiser who is allowed 
to use them, 


LOUIS B. DE VEAU, 
Manager Advertising Department, 
44 East 23d Street, New York. 


FREDERICK C. LITTLE, { Western Representatives, 
FREDERICK E.M.COLE, } Marquette Building, Chicago, 


New England Representative, 


EGERTON CHICHESTER, i Penn Mutual Blidg., Boston, 


Ask for “‘ The Key to the 
Marketolace of the World.” 


McClure’s Magazine 


New York Chicago Boston 
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OMMERCIAL 


ART CRITICISM 


By GEORGE ETHRIDGE, 41 Union Square, N. Y. 


Readers of Printers’ 7 2 will Receive Free of Charge 


iticism 





This ornate design, used by the 
Berkefeld Filter Co., and obvi- 
ously the work of an English 
draughtsman, has some good 
points. There is a certain clean- 
ly grace about the scrolls, but is 
it good judgment to allow them 
to overshadow the main issue— 
the figures and the filter. Not 
only this, the copy beneath the 
picture is complicated by the 
limitations of space and is not 
easily readable. 

Where an article advertised is 











mechanical or of such a nature to 
demand the most lucid pictorial 
presentation, the lion’s share of 
the space should be freely allotted 
to it, that the reader may see at 
a glance its features and how it 
works. 

In the revised version of this 
advertisement, pictured in No. 2, 
the filter is made as large as is 
consistent, the decorative parts 
eliminated, and there is nothing 
to detract the eye from _ that 
which is exploited, 


Sent to Mr. Ethridge 


Dr. Havelock Ellis, after long 
scientific investigation, tells us 
that “The Human eye can dis- 
tinguish 100,000 different hues of 
colors and can appreciate and 
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differentiate twenty shades of 
each hue. In other words, the 
human eye is capable of 2,000,000 
color impressions.” 

It is well that the human eye 
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can do such things if it is made 


MISTON CAMBRIDGE 





to decipher advertisements 
that of Chivers & Sons, Ltd. 

While this advertisement was 
not in colors, it would no doubt 
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have been of valuable assistance 
to the learned Doctor in estab- 
lishing to just what extent the 
eye is able to grapple complex- 
ities in contradistinction to de- 
signs drawn with due regard for 
estublished laws of simplicity. 

We should like to hear an Ellis 
treatise on the possibilities of the 
human eye in advertising design. 
It would make interesting and 
educational reading. 

* * * 

It goes without saying that all 
copy, and mail-order copy in par- 
ticular, should be most carefully 
studied and prepared. 

While appealing. for the most 
part to. men and women of in- 
telligence, _ these advertisements 
go to a class whose suspicions 
are ever on the alert. Compli- 
cated text and involved illustra- 
tions with no vital appeal, should 
have no place in a mail-order 
journal campaign. 

Whenever there is an oppor- 
tunity accorded to show how and 
why a thing advertised is good 
do not fail to take advantage of 


t. 
People buy roofing because you 
show and tell and picture to them 


and 


a reason for its superiority, 








The brains and 
long experience of 
roofing experts 
brought to a perfect focus 
clearly show that aroofing 
made especially for this 
Southern climate is ab- 
solutely necessary for 
perfect protection. 


TEXLA 
ROOFING 


tection you need tea times cat of tea 
Get fr TopaT: 


TEXAS BLOUISIARA LOMBER CO, 


HOUSTON, TEXAS 











a merely bald statement such as 
contained in the Texla Roofing 
advertisement is not in itself con- 
Vincing, 

It would’ be just as easy to 
tead this picture-story backwards 
and understand that the seven 
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Sutherland Sisters, shorn of their 
tresses, have been roofed with 
Texla roofing; and, after all, is it 
quite rational to represent brains 
with such ill-conceived and ridic- 
ulous faces. 

The picture that tells a plain, 
common-sense story is the pic- 
ture that will carry weight with 
the man who has a leaky barn. 

* * * 


There is little reason to de- 
bate on the merits of a clear mor- 
tise for type and a clear illustra- 
tion to make both attractive. 
Many advertisers strive for this, 
many ignore it, the majority have 
onlyefair success. 

In looking over more than 
three hundred advertisements in 





What's the use of limping along without a 
whistle? You know as well as we that the Watres 
whistle is standard the world ever, that what you 
pay for a substitute this year only makes the 
Watres cost you so much more in the end, that 
in buying the Watres you get the same equipment 
used by the United States Government in its‘own 
service. 

Isn't it ood sense to’ get the benefit of the 
experience of the United States Navy when se- 
lecting a whistle for your boat? 

Write to us for an interesting booklet we 
have made about the whole whistle question? 
It's freely yours for the asking. 


Watres Manufacturing Company 
2131C BROADWAY rw vorn 














a current magazine, the Watres 
Manufacturing Co. design was 
selected because it was practically 
the only one containing a clear 


_mortise for type and a clear pic- 


ture of the article advertised. It 
showed up effectively in ‘two col- 
umn space and was easy to read. 
Had the lettering been a trifle 
more legible at the: top there 
would be little room for criticism 
of this particular type of adver- 
tising. 
= * * 
Very recently a celebrated 
officer gave an informal talk to 
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a party of West Point Cadets. 
His theme was, “Individuality,” 

in other words, the necessity in 
this life of “Being different” 
from the other fellow. In a group 








“Royal Multiplex” S724. 
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ROYAL BATTERY CO.. 108 Duane St., New York 








Royal Battery fr. | 


vecaves fh GIVES THE MOST 
Good pr *Uprasien qe Gewese Boome 


ROVAL BATTRRY CO., 168 Duane Street, New York 





on the campus, after the talk, 
one young man said: “It’s all 
very well to talk about Individ- 
uality but what can you do when 
cur. uniforms make us all look 
alike.” 

As quick as a flash, the officer 
answered: “It isn’t so much the 
uniform as the way you wear it.’ 

There is a strong advertising 
moral in the three electrical de- 


signs shown. - They. lack inclivid 
uality and nothing else may fe 
expected when advertising i “lef 
to a job office or a hurried, wor. 
ried printing shop. The cost to 
prepare these ads by an establish. 
ment making the work a specialty 
would have been comparaiively 
small when pulling power is 
taken into consideration. eta. 
phorically, we would say that pic. 
tures, borders, decorations ani 
type are “Uniforms” and it is 
the way they are “Worn” that 
gives individuality. The over. 
shadowing ‘black slugs repro. 
duced, coming in contact with 
each other, give an _ unpleasant 
sameness; and while two of the 
designs are for the same com. 
pany, the subjects are radically 
different and variety is a spice 
not to be sniffed at in this day 
of wide publicity. 
——_——_—} - @—_—___——- 

Durine dull days it is a good plan 
to revise the mailing list. It is not 
always the largest list which brings 
the most orders. Names which have 
been on the list for a year or two and 


no orders received from such _ parties 
should be removed.— Paper Dealer. 
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KEEP COOL 











The whole country seems to be in the throes of a dilemma 
as to the outcome of the financial trouble now brewing. 
Rumors spread like wild-fire, and fanned by the breezes of 
wagging tongues, increase each time the story is told, until 
they burst forth like the roar of a cannon and then the 


damage is irreparable. How much easier it would be to 
look calmly on the situation and allow matters to right 
themselves. Prosperity may not be as rampant: as last 
year, but no one is howling about lack of business. My 
customers may feel the tightness of money, and curtail 
their orders somewhat, but come what may they can sleep 
the sleep of the just, realizing that their ink debts are all 
paid. Send for my sample book and price list and compare 
it with what you are paying for inks on credit. Ask your- 
self is the privilege of thirty days’ time worth the enormous 
interest you are asked to pay for it? Money back to 
dissatisfied purchasers. Address 


PRINTERS INK JONSON 
17 Spruce Street, New York 
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Advertisements. 


Advertisements in“ Printers’ Ink” cost twenty 
cents a line or forty dollars a page (29 lines) 
f y each insertion, $10.40 a line per year. Five 
per cent discount may be deducted if payment 
accompanies copy and order for insertion 
ond ten ¥.¢ cent one yearly contract | og 4 
wholly 
der nanded foram advertisement, qatonanted, 
double price will be charged. 


WANTS. 


IRCULATION | Lee arbbu wanted, Suitable 
salary to perienced high-grade man. 
Daily. BOX 121, Derroit, Mich. 


LI uu STRATED FARM SERVICE for dailies 
| tor e mats or any way to suit. ASSOCIATED 
rai RESS, 112 Dearborn St., Chicago. 


YOU pi chance for ad-writer to make money in 
G pare time selling cuts by mail. Entire 
propoaition for sale, $75. “QUICK,” Printers’ Ink, 


‘HE circulation Of the New York World, 
‘I morning edition, exceeds that of any other 
morning newspaper in America by viore than 
100.000 copies per day. 


ARTNER WANTED—to buy half interest in 

elegant book and job printing office in 

growing city of 15. ,000 on North Pacific Coast, 
“w.F.,” care Printers’ Ink. 


y JANT TO SELL three-inch sin fo-cohumn 

space in 150 weeny | ond x a da any popes. 
ldc. per issue. Address [ PRESS, 
Bond Building, pws Bg D. oy 


D-WRITEKR seeks position; young lady; be- 
A ginner; capable, intelligent; original; 
graduate from the International Correspondence 
Schools, It. B. VINING, Station A, New Haven, Ct. 


66 4 DVERTISERS’ MAGAZINE” should 

fX\ read 7 ores. advertiser and Mail-(’rder 
dealer. Best “Ad School” in existence 
subscription 100. Sam mple copy free. ADVER- 
TISEL? MAGAZINE,815 Grand, Kansas City, Mo. 


W E sell rome brains. Twelve offices, —— 
25,000 employers. Openings for Newspa 
Magazine and Advertising men Sie all branc) oe 
Wriie or call nearest office. HAPGOODS, 306 
Broadway, New York. or 1010 Hartford Builaing, 
Chicago. 
porno ae Ae =, for Advertising Solic- 
itors Mass. Conn., $25; N.Y., $25-30; 
be’ $20-30 ae ie aoe representative of 
a ine neva. o£ a 4 man for autcenobile 
i. t No. is free. FERNALD'S 
vEW, hart MEN'S EXCHANGE, Springfield, 


WANTED-EDITOR. 

Business manager and wide-awake advertising 
man, with valuable metropolitan newspaper ex- 
rience, wishes partner (editor) with $1:,1:00, to 
Joi join in baying & good newspaper. Correspondence 
infor aay and 
references, or ” not write.. Address “\WEST- 

ERKN CHANCE,” care Printers’ Ink, 


Ww ANTED—Position as managing editor or 
editorial writer on a good, live daily. 
Have had eleven years’ experience all along the 
line. and can furnish the vest of references as to 
character ont ability from former employers. 
Am 32 years old and married. Salary resonable 
to start. engeses at present, but desire a change. 
Address ** care of Printers’ Ink, 
AS DVERTISING MAN, com combining artistic and 
ad-writing ability with practical business 
training, desires Leta f with agency cr manu- 
facturer. Long ne planving, writing 
and designing F sist netive and striking ads in 
series. booklets, catalogs, posters. etc. Thor- 
oughly familiar with special methods of market- 
ing manufacturers’ goods through — trade: 
i.e., suggested ng trims, “pecial sales, local 
advertising supplies, etc. ‘‘K.L.,” Printers’ Ink. 


\ 7 ANTED—Clerks and others with common 
school educations only, who wish to qual- 
ity forreaay positions at a week and over, to 
write for free copy of my new prospectus anc 
endorsements from leading concerns every- 
— One graduate fills $8,000 place, another 
and any number earn $1,500. The best 
Sothtne adwriter in New York owes his suc- 
cess within a few months to my teachings. De- 
mana exceeds a8 
GEORGE H. SPO ELL Advertising and Rua 
ness Expert, 471 Metropolitan Annex, New York, 











ILLUSTRATOR 
AD-WRITER 


of exceptional ability in both branches, 
and Salesman enough to build up a strong 
Agency in the most comservative town in 
the Southwest, 


WANTS POSITION 


East (New York preferred), witty pub- 
lisher agency or mercantile howse, Euro- 
pean and American. experience. Age 31; 
married; temperate. Samples of work on 
request, Address “ Z. Y.,” Printers’ Ink, 














COIN CARDS, 


PER 1,000. Less for more; an 
$3 THE COIN WRAPPER Co,, Demet Mick: 
ADVERTISING NOVELTIES. 
SE serectiaing novelties. Buy direct; 2 gam- 
ples, 10c. C. KENYON, Mfr., Owego, N.Y. 


| geod anctnsie xine. 3 all pier ey 
turers. E. \V, FRENC kman St, 
opposite Postoffice, New New Yor! _ 


INCREASE YOUR BUSINESS 


ness stationery ard we ed 
send vou absolutely free 


# plan that will 7 
adapteu to 
together wit le Sti 
gh one bandso! catalog 


ST. LOUIS STICKER C9. 
101 Pine Street, Aig Mo. 
hoe Cr ta 
PRINTERS. 


We print catpjogcs. oooklets. 
matter—ail kinds. Write fa 
BLAIR PTG. Cv,, 514 Main St.. Ouit 


—_—-—- +> —__—— 
BILLPOSTING AND DISTRIBUTING. 


8,000 PASSENGERS DAILY 


from, Danville-|Uinois Interurban Station. Eve. 
tric tines run through rich orm count: 

into the mining districts; rich: rs, well 
laborers, the kind oP on ant 2 rg 
Advertising epaces, i inches pe month, 
Ville, Poilinois. 


TJARNEY & “GREEN oe oon 1 the posting iff 
more than hem ailfornia. Race and 


reulars, acv. 
yas 


citie: 
meda, mee San alone and others it t 
north; Los Angeles, Santa Barbara, Riverside. 
Redlands, San Herpardipe and othersin Syathern 
California. San Francisco office. Stevenson near 
14th St, Los Angeles office, 229 San Pedro St. 
tO 


GENE. RAL PRINTING. 
ENERAL PRIN he 4) Soeprbet gait AND 


BOOKLET WO sual facilities for 
omens pe and linotype machines 


ge 
q linder, Derfeotin mag and on 
ete., oe. Original ideas, ents : — 
ro} y to estima 
ed. THE PVINTHROP. PRESS, 419 Lafay- 
e tte Bee New York k. 


——_—_+o+—_—_ 
PERSONAL TYPEWRITTEN LETTERS. 


Hess EST GRADE work yet nega Genuine 
typewritten effect. Detec vadarenes, 

Perfect matching ren fling "te a 

Prices extremel 4 low. Specimens and price 

frce. GAMRATH BROS., it. 8, Detroit, Mich, 
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MAILING MACHINES. 


HE DICK MATCHLESS S MAILER. htest and 
quickest, Price or F. J. VALENTINE, 
Mfr., 178 Vermont 8t., Buffalo, a. ¥. 


a A RS 
CARD INDEX SUPPLIES. 


Gt prices on Stock Cards and Special Forms 
from manufacturers. Cards furnished for 
all makes of cabinets. Special discounts to 


STENDAKD INDRX CARD COMPANY, 
07-709 Arch 8t.. Philadelphia, Pa. 
+o << 


PAPER 
ASSETT & SUTeRIE, 
es tatacons ot.. New York oF, 
Coated paversa specialty. — Perfect. 
Write for Pnigd- grade catalog 


AD VERTISING MEDIA, 
be grocers distribute food products to 
10,000 consumers in Troy and Central Miami 
County, Ohio. ‘the 


RD reaches 70 per cent 
of them. Only —- One 
necessary. Send for rate 


ropriation only 


a 
ADVERTISING AGENCIES, 


— 
D A. O’GORMAN AGENCY, 1 Madison Ave., 
e N.Y. Medica] Journal advg. exclusively’ 
He IRELAND ADVERTISING AGENCY, 
see Tribgne ag New York. 
925 Chestnut Street, PhilaaelpLis. 
GARrIELD Moers. COMPANY, 1269 
ew York, General Advertising 
a wa Mail order and classified adver tising a 
specialty. 
Aver FRANK & OU., 26 Broad Street. N. Y. 
ng Agente. Establishea 
ag phia. Advertis- 
ingof all kinds placed in overs paved the world. 


ARUP ACTONShY ADVERTISING BUREAU, 
road way (0 P.0.), New York. Ads 


237 Bro: 
in the 2 TRADE JOURNALS our sp apecialty. 
Ben: 


nj. R. Western, Propr.' Es Est. 1 
FOR LESS THAN $5; 000. 00 
“hla ee special- 


e can sell you 

of Canada's 10 punelpales 

ists in Compas c- dvertising, and if you want 
best results here consult us. 
The Desbarats, Advertising Agency, Ltd. 
Suite 50, 42 Victoria Square, ) Janada. 


MAILING LISTS. 


Mezco Original lists (never copied) cover- 
ing anmne repute, Beater about 25,000 


names, oldes Lt aes 1,000. 
EL COSMOPOLITA. Box Tio, Mexico City. 


MOTORS. 
SOMETHING NEW. 


Variable Speed Alternating 
ree Motors. 
pressions Famed hour; eorereiate at 


izes, 34 — . oe. 
ee. Adame BeORRc CO. 


—_— so 
BUSINESS OPPORTUNITIES. 


We oes one of my buyers—A really 
gmall daily newspaper property. 
Pretereue’ located in county seat town or city 
in Pennsylyania, New York or adjacent terri- 
tory, and ayeilable for a cash payment of $5,000 
to $1C,000. 
Proposition No. 341. 
C. M. PALMER, 
Newspaper Broker, 
277 Broudway, New York. 
4 


PRINTERS’ BLOTTERS. 


Bers T Blotters Boost Printers’ business. Cu 
$2 m . FRANK ARMSTRONG, Des Moines. my 


BOOKLETS, 3 


BOOKLETS? us. 


aper. Sample free 
THOMA i iUART. de Rone Bt., N.Y, 
BUSINESS CHANCES. 
RINTERS, ATTENTION!—Four Economic 
Automatic Feeders at a sacrifice, used oa 
a short yer 9 perfect Smee; feed a shi 


ddress PHYSI CULTURE a 
LISHING Co., ‘Suite 1911 Flatiron Bidg., N. 


0 
ILLUSTRATIONS. 


DRIVE IT IN. 


Our chart will put you in touch with 300 
forceful illustrations that will help to 
drive in your Py ey Can be used 
for all parposts ent to business men 
for 2c. stamp 
HARDING ADV. ©00. 
653 BROAD STREET, NEWARK, N. J. 











> —— 
ADDRESSES. 
IST of 4,000 School Teachers; price $5, or $2 
per thousand. 
FRE DERICK | C, KBER PABST, 
622-9 Stephea Girard hi 
SO eee 


SUPPLIES, 
D. WILSON PRINTING LINE CO., Limited, 


e of 17 Spruce St., New York, sell more mag- 
paw cut ioks than any other ink bouse iv the 





tra 
Special prices to cash buyers. 


peers for shipping labels, mailing 
trunk linings, » Glawe box labels and J all pitsin 
purposes. Bernard’s Cold Water Paste is posi- 
oa y, best. Vv dee —— ee oo oo use 
lusively FS 6 factori Ti ae free. 
Bk: RNARD'S PASTE DEPARTMEN Rector 
Building, Chicago. 


PATENTS. 





Our 8 books for inventors matted on rece’ ipt 
Washington. D. ©. Extab. Ni 


of 6 cts. stamps 


eaamPATENTS that CPE Eee 








PREMIUMS. 


T HOUSANDS of suggestive premiums suitable 
oe publishers and otners from the foremost 

makers and wholesaie dealers in jewelry anc 

kinared Ti By list price illustrated 

catalo (0 ag go | of its L-4 
Published antually 36th iss w ready 

8. F. MYERS CO., 47w. and rm Maiden lane, x. v 


HALF-TO \LF-TONES. 


wr for samples and 5 iow. STANDARD 
ENGRAVING CU., 560 7th Ave., New York. 


HS fa Ew Hy Hy it HALF-TONES. 
3x4, $1 ; 4x5, $1.60. 
pa 5, "hen aah accompanies the order. 
fena for samp: 
KNOXVILLE TENGRAVING CO., Knoxville, Tenn. 


ALF-TONE or line productions. 10 square 

inches or smaller. detivered prepaid, 7ic.; 

6 or more. 50c. each, Casn with order. All 

newsvuper screens. Service day and nicbt. 

Write for circulars. Keferences furnisted. 

Newspaper process-engraver. ¥, U. Box 815, 
Philade phia, Fa, 
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FOR SALE, 


A SPLENDID OPPORTUNITY 


Alarge publishing house, with main office in 
New York City, now conducting a first-class, up- 
to-date printing office and bindery. desires to 
sell or léase ite equip t y. r- 
chaser or lessee will be guaranteed enough 
business to rua plant ata profit. Several monthiy 
magazines, ineluding one of international repu- 
tation, are now produced, also considerable 
pook and job work. |’lant 1s located forty miles 
from New York City. Equipment inciuées Com 

sing-room, with monotype machinery. six 
arge Cottrell cylinder presses, four with feeding 
attachments, and new job press, Smith book- 
sewing machine, folding machines, wire stitch- 
ers, ete. Address BOX 353, Madison Square P.O., 
New York City. 


AD-WRITER. 


WRITTEN BY BANK MAN 
who handles the PareraEn Overy. day ofa 
successfully advertised bank. — 
Address “ X. Y.Z.,” Printers’ Ink. 




















——— -+o>— 
PRINTING. 

J OB PRINTING at reasonable prices. PHELPS, 

& Printer. 9% Wescminster St., ’rovidence, hk. 1. 


UR choice of printing consumers keep us 

continually busy. (un receipt of your data, 

we can easily demonstrate whether or not your 

choice and — is isonment oa wey 

lead to mutuall, rotitable business 0 

knows! Why noe write now THE BOULTON 
PRESS, Drawer 94, Cuba, N Y. 


—— or" 
COIN MAILFR, 


60 PER 1,000. For 6 coins $3, Any printing. 
e ACMECOIN CARRIER CO., Burlington,la. 
———_+or - 





PUBLISHING B — OPPORTUNI- 
IES, 


Consolidation. 


I know of two 
Mechanical trade monthlies 
Which should be combined. 


I think both are available 

At present. If these papers 
Were consolidated, the 
Resulting periodical would 
Be very profitable. It would 
Also command an important 
Strategic position in the field. 


Itewould require about 
$40,000 to compass this 
Situation, but in three years 
One should develop a 

Paper worth $100,000. 

Here is an unusual opening 
For a man of experience 
And judgment. 


It will not be open long. 


EMERSON P. HARRIS, 


Broker In Publishing Property, 
253 BROADWAY NEW YORK. 
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Over the Top 





Hereis a guide card for the 
filing cabinet withacelluloid 
tip nffde in one piece and 
folding over the top of the 
tab. This protects it where 
the wear comes and prevents 
curling and breaking. 


Standard 
Index Card Co. 


will be glad to send samples 
in case your dealer does not 
have them. Orders can be 
filled for all card sizes with 
tips colored or transparent, 
plain or printed as desired. 
Address 


701-709 Arch Street, Philadelphia, Pa. 














NEWSPAPER PRESSES 


TAKEN IN TRADE FOR 


HOE MACHINES 


GOSS FOUR-DECK PRESS, 
Printing from 4 to 32 pages. 
GOSS THREE-DECK PRESS, 
Printing from 4 to 24 pages. 
GOSS THREE-DECK PRESS, 
With two pairs of Color Cylinders, 
GOSS THREE-PLATE-WIDE 
PRESS, 
Printing from 4 to 12 pages. 
TWO GOSS 4 and 8-PAGE PRESSES, 
SCOTT SEXTUPLE PRESS, 
Three Rolls, Double Width, 
SCOTT THREE-DECK PRESS, 
With Color Cylinder. 
SCOTT 4 and 8-PAGE PRESS. 
POTTER TWO-DECK PRESS, 
Printing from 4 to 16 pages. 
CAMPBELL NEW MODEL PRESS, 
Printing 4 and 8 pages. 
COX DUPLEX PRESS, 
Columbian pattern, 
COX DUPLEX PRESS, 
Angle Bar pattern, 
COTTRELL MAGAZINE PRESS. 
For prices and further particulars 
apply to 
R. HOE & CO. 
so4 Grand St., New York. 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements. ideas for window 
cards orcirculars, and any other su sgestions for bettering this department, 





THE ZANESVILLE “SIGNAL,” 
ZANESVILLE, Ohio. 
Editor Ready Made Department: 

Dear Str—Herewith please find copy 
of a half page, ‘“‘tailor’s advertise- 
ment.” used by one of Zanesville’s 
progressive tailors. 

What criticism can you make on the 
copy? The lay-out is poor to my 
judgment. 

_ Thanking you in advance for your 
judgment, I beg to remain, 

Yours very truly, 

(Signed) T. H. Frazter, 

816 Hamilton Court, Chicago, III. 





Aside from the very common 
fault of using too many type 
faces, I think the ad lacks the 
selling’ force which comes from 
defiriiteness. It reads well, but it 
leaves only a general impression 
where, with a few descriptions of 
prevailing styles and prices, it 
might have created a desire to 
“step in and ask McNerney 
about that blue serge at $25,” or 
whatever it happened.to be. Il 
believe, too, that something was 
lost by not tying that nice big 
cut to the text in some way— 
even if only by saying “made up 
in the popular style shown in the 
illustration, or any of many 
others on display in my shop.” 
As the ad stands the cut bears 
no very intimate relation to it 
and serves principally as an eye- 
catcher. There was room in the 
space to present several concrete 
examples of what might be ac- 
complished in ti.e way of a tai- 
lored suit or overcoat at a given 
price, and that would have given 
the possible customer something 
definite to think about and to 
ask for. It is true that, except 
in the case of a staple or branded 
article whose quality is well 
known, price means little until 
the goods are seen; but the 
goods are more likely to be seen 
if attractively described in con- 
nection with a price, particularly 
if the price happens to be about 
the one the reader would expect 
to pay, as will often be the case. 





i 


Here is the ad, less the large, 
strong cut: 


GRACE AND BEAUTY 
are given eloquent expression 
array of Fall suitings 

Beauty is in itself an art. To create 
a thing of beauty. with paint and 
brush, with marble and chisel or with 
woolen fabric and needle, is work ot 
the masters. To the master designers 
belong the glory forthe beauty given 
the fabrics this Fall. You couldn't 
pick out a better time for placing your 
order for a Fall Suit, Top Coat or 
Overcoat than now,-and you cannot 
find a better shop to place it with than 
this. We are showing the greatest 
assortment of new, nobby Fall Suitings 
in extremely fine worsteds, cassimeres, 
velours, cheviots, blue serges, black 
melton thibets and fancy . mixtures, in 
brown stripes and novelty  suitings, 
that you will find in the city, and we 
ere ready to make the cloth of your 
choice up into one of the most stylish 
and best fitting garments that you ever 
had the pleasure of wearing. 

Pp. A. McNERNEY, 
“The Custom Tailor of the Times,” 
532 Main Street, ‘Zanesville, Ohio. 
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From the Rochester 
Y.) Democrat* and Chronicle. 


For a Decorator. 


(N. 





“Little Rain 
Lays Great Dust.” 


And it may require only 
an inexpensive job of wall 
decorating to work a mar- 
velous transformation in the 
appearance of your rooms. 
At all events, do not take 
it for granted that the re- 
sults you covet are beyond 
immediate realization, but 
make an appointment with 
us for consultation, 


COLBY & AMENT, 
57 State Street, 
Rochester, N. Y. 














Shafer, of Louisville, Ky., who 
has written a lot of good copy 
for the merchants of that city, is 
gunning for more business by 
means of a blotter. The printed 
side shows a bunch of ads which 
Shafer has prepared, and 
through the center of these is 
dashing a big locomotive carry- 
ing Shafer’s likeness just beneath 
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the headlight. All of which is 
used as a peg on which to hang 
some good talk on “The Public- 
ity Route for Prosperity” and 
the services of “L. A. Shafer, 
Business Engineer.” The envel- 
ope enclosing the blotters bears 
a big “S” on which are the words 
“Shafer’s Selling Service.” And 
right there is an excellent point 
for the adwriter who hasn't 
thought of it yet—the importance 
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the Kansas City Star, makes a 
pretty strong bid for deposits by 
mail, That offer, for instance, to 
pay for purchases made from 
Kansas City by mail, from the 
depositor’s account, is a conven- 
ience of which many people will 
be glad to take advantage. That 
gives the depositor what is vir- 
tually a checking account, so far 
as Kansas City is concerned, and 
still keeps his account in the in- 

















cern, 
at once. 


Banking by Mau 





If you have a savings account in this bank and wash 
goods from any other concern in Kansas City -you may simply order the 
goods and mention that they will be paid for 
send us your bank book and state the amount you. wish to pay the con- 
We will make the payment for you and return your bank book 


We pay 4 per cent compound interest on savings accounts. 

We pay 4 per cent interest on time deposits. 

We pay 2 1-2 per cent interest on checking accounts. 

We sell 4 per cent Registered Gold Bonds. 
Avail yourself of the advantages and conveniences 
Write to-day for Booklet “B.” 


JONES BROS. BANKING CO., Kansas City, Mo. 


'k Per Cent Compound Interest 


to order some 


y us—at the same time 


of our s¥stem of 











of constantly associating . the 
“selling” idea with his work, in- 
stead of talking all the time about 
advertising, for the relationship 
between mere publicity and act- 
ual selling as a direet result of 
advertising is not — half. close 
enough in the mind of the. aver- 
age possible advertiser. Further- 
more the adwriter who knows his 
business has something to sell 
besides “copy;” he should be ‘an 
originator of sales ideas and 
should impress upon his clients 
that’ real advertising is some- 


thing’ more than sorting and sift= 


ing words. . 
* * * 

The ad-of the Jones 

Banking Co., of Kansas 

Mo., reproduced 


Bros. 
City, 
herewith from 





terest bearing class. The ad looks 
well and reads well, though the 
illustrations might well have been 
a little clearer and stronger. 


Wm. H. Wanamaker, a - Phila- 
delphia clothier, has been running 
recently, in the Philadelphia Bul- 
letit, a strong series of double 
column ads, each of which de- 
scribes a suit named after a sales- 
man employed in the store and 
shows, by means of a large 
half-tone, how the suit looks on 
the salesman for whom it was 
named. Of course they’re smart 
looking suits, and the salesmen 
themselves have a certain look of 
substantiability and uptonowness 
which helps to leave a favorable. 
impression. I think this is good 
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advertising, aside from the good 
description of the suits adver- 
tised and their attractive  illus- 
tration. I believe that these ads 
will serve a purpose of which 
they will never be suspected by 
the average reader, and that is to 
make him feel better acquainted 
with the store—that he knows 
somebody there, by sight, at least 
—that he would rather like to 
step up to Mr. Blye, for instance, 
and say “Let me see a suit like 
you wore in the Bulletin last 
night.” This is purely theoret- 


ical, and it may not work that 
way at all, but it seems reason- 
Anyhow the scheme 

agreeable 


able to me. 


presents an change 
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from the “woodeny” looking 
young men who adorn so many 
of the clothing ads nowadays, 
wearing “swagger” - suits, and 
who look much too slick to con. 
vey the idea that they are real 
men wearing real clothes. The 
highest expression of art in such 
matters is the nearest approach 
to naturalness, and the pretty 
boys in most of the magazine ads 
do not get within shouting dis- 
tance of it. Two of the adver- 
tisements referred to are repro- 
duced on another page, though 
not in a way todo full justice to 
the idea, because the “copy” was 
a little too gray to reproduce 
well: 

















Twelfth and Market 





arf 
435t 


i 
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looking Unique -Removal Notice. From the One of a Series. From the Philadel. 
many Philadelphia (Pa.) Bulletin. phia (Pa.) Bulletin. 
vadays, iis “ 
. and No Half Store Will Do for ‘ 
> con. Parry Hats. Dogs Cut in Half. 
, real The Largest Stock in Town A dog or pup _ bought 
The can’t be shown in a “band here costs just one-half 
1 such box.” So we shook the what it would cost else- 
dade where, and you have the 


broach 


dust of the Midway, at 











Tenth and Market Sts., and advantage of our guarantee. 
pretty are at A. few samples of our 
1e ads 928 CHESTNUT ST., ae Pies: tate 
Edis. Stetson’s hats, of course. Pedigreed —_ Collie 
1dver- Open Saturday Evenings. $5 to $10; Brindle 
“epro- - snl ey $10; hag 

‘ood = Li nes l Hat Talk, erriers, 15 to $25; oy 
lough i ime of Geneve “ : White Poodles, $15 _* $25. 


ice to 


From the New Orleans (La.) Daily 





Ne sell every variety of 


was States. das of Papey —_ ps 
= also sell dog remedies for 
oduce What Kind of a remedies for sick dogs and 


——_—. 


— 


Hat Will You 
Wear This Fall ? 


If it’s a question of color, 
shade or shape, the answer 
is in our big corner win- 
dow. 

Last season we thought 
hatters had reached the 
limit 1n color scheme and 
variety of form, but this 
year they surpassed them- 
selves. 

Of course you know that 
a full, free choice depends 


upon .making your. selection 


early. 

LEON GODCHAUX CLO. 
COMPANY, Ltd., 

Canal . Street, cor. Chartres, 





New Orleans, La. 


supplies of every kind for 
well dogs. 


CUGLEY & MULLEN, 
1229 Market Street, 
Philadelphia, Pa. 


The Largest Pet Shop in 
the World. 





Pays, 


Window  Displays—it 
] Window 


the .Thines in -the 
Worth While. 
phia (Pa.) Bulletin. 








‘Look In Perry's 
Windows. 


You'll see the 


finest 
clothes ever shown in Phil- 


There Should be More Advertising of 
When 

Are 
From -the ‘Philadel. 


adelphia—or anywhere else. 
Not high priced because 
they’re fine—high pricing is 


Just a Straight, Salesman-like Talk. 
From the New York Times. 





Fall Shirts, $2. 
Four for $7.50. 


Every man to the best of 
his ability. Anderson gives 
vou his best in the import- 
ed madras of which the 
shirts are made. 

I give you my best in the 
making. The result is a 
two dollar ready-to-wear 
shirt that earns a place in 
the two-fifty class. You 
save the fifty: All styles 
and sleeve lengths. 

Gloves for Men, $1.50. 

I do not believe you can 
find as good a glove as mine 
at one-fifty anywhere else 
in the States. And I know 
a good glove when I see it. 
Do you? Imported capeskin 
is the leather. 

WM. G. WHITE, 
Broadway at Leonard St., 
42d. St., 3 doors. West of 

sth Ave., 
New York. 














a part. of the clothing busi- 
ness we haven’t learned. 


of the artistic in clothes. 
We feel that 


a dozen squares—to see. 

lf you've ever seen them, 
you’re likely to agree with 
us; if you haven’t seen them 
—do it now. 


body else has. 

You'll -see styles that no- 
body else has. 
concluding that Perry 
Clothes are “‘it.” 

Suits, $15 to $40. 

So are Overcoats. 

Sooner or later every man 
is going to try the Perry 
Clothes, 


PERRY. & CO., 
ae a | Si 
16th and Chestnut, 
Philadelphia. 








We think these - windows 
of ours are a treat to lovers 


they are 
worth walking a square—or 


You'll see fabrics that no- 


You'll come mighty - near 
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THE VALUE OF 
FARM PAPERS 





‘SPECIAL ISSUE of Printers’ Ink 

devoted to this subject goes to press 

November 13, one week from to-day. 
It will be sent, in addition to the regular sub- 
scription list, to advertisers who are or ought 
to be, interested in agricultural mediums, It 
will contain a number cf articles and inter- 
views upon the subdject of agricultural adver- 
tising, all written with the end in view of 
conveying information. 


PRESS DAY 


sect. -ve MOVEDEr 13 


There will be no advance in the adver- 
tising rates, which are as follows: 

CLAssIFIED ADVERTISING: 20 cents a line, 
DispLay ADVERTISING: $40 a page, $20 a half 
page, $10 a quarter page, $3 an inch. If a 
SPECIFIED PosiTIoNn, selected by the advertiser, 
is allowed, double price is charged for the 
space. used, | 

Vive per cent discount is allowed from 
these prices for advance payment. 


ETS a eae 
PRENTERS’ INK 


ro SPRUCE STREET NEW: YORK 














= 











